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A Good Mower 
to Push 


Pennsylvania Quality Lawn Mowers 
move easier—for you and for your cus- 
tomers. Their reputation for efficiency 
and long life is nation-wide. 
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Silverware tor the Summer 


A window display of seasonable 
silverware — berry spoons, ice 
cream servers, iced tea spoons, 
cucumber servers and salad torks 
—a reference to summer silver- 
ware in your advertisements in 
the papers, perhaps a letter to a 
selected list of your clientele will 


lor advertising and display 


help make your summer silver- 
ware trade a very profitable one. 
Remember that many women are 
planning to entertain and to do 
that they need just such pieces. 
Display them; feature them; 
make your summer trade what 
it can be and should be. 


helps ask your jobber or write 
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Anniversary. Berry Spc 
(Reduced $ :? 

















Anniversary Berry Bowl, 
Sugar and Cream 


“1847 Rogers Bros.”’ makes it pos- 
sible to match the patterns of 
knives, forks and spoons with 
decorative and practical pieces 








Sales Promotion Dept., International Silver Co., Meriden, Conn. like these. 
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There 1s a difference in tools. And there’s a sub- 
stantial market for these two V & B thoroughbreds! 


V & B Vanadium Hammers are made from special 
formula Vanadium steel and are of the finest work- 
manship. V & B Unbreakable Planes are drop 
forged—not cast—and stand the falls that would 
break an ordinary plane. Two tools that will stir 
up new business—at a nice profit! 


VAUGHAN & BUS 
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A Complete Line— 


Everywhere about the home—from cellar to 
attic, from kitchen to garage—there is need of a 
good Slip Joint Plier. 


THE PEXTO SLIP JOINT PLIER,, LINE 1s 
very complete, consisting of large’ and small, 
heavy and light, thin nose, bent nose, pointed 
nose, blunt nose—twenty styles afd all practi- 
cal sizes of eayhysty#e They are sure to meet 
the requirements ofthe Mechanic and the 
Handy-man-about-the-Rouse. 


Our dealer helps consisting of Metal Display Senses, 3 
Window Cards and Booklets, will help to increase your sales "y 


“The 


PECK STOW & WILCOX CO. 
Southington, Conn, USA. 
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JUNIOR MECHANIC , 






A POPULAR SAW FOR 
THE HOME WORK SHOP 


The Junior Mechanic Saw was placed 
on the market over two years ago, pri- 
marily for the Junior Mechanic and 


Boy Scout. 









Dealers have found that the Junior 
Mechanic Saw is a good seller to 
the man who loves to tinker 
around the home, as well as to 
the young mechanic who is 
learning to make things. 


A BIG OPPORTUNITY 


If you are not handling 
the Junior Mechanic, bet- 



















ter place an order for RAYS A biek 
one or two dozen with GOOD 

your usual source of 

supply. PROFIT 









The Junior Me- 
chanic Saw sells 
for $19.00 per dozen 
east of the Mississippi 















River; west of the Missis- 
sippi a trifle higher. 


SPECIFICATIONS 


20” long, 9 points, straight or skew 
back, taper ground, highly polished, 
handle mission stained, full carved, at- 
tached to blade with nickel screws and 


medallion. 
E. CAT K I N 5 & CO Mi PANY 


Home Office and Factory: 
Indianapolis, Ind. 


Machine Knife Factory: Canadian Factory: 
Lancaster, N. Y. Hamilton, Ont. 

Atlanta Minneapolis Portland 

Chicago New Orleans San Francisco 


Memphis New York Seattle 
Paris, France Vancouver, B. C. 
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Wrenches That Are Known 
Are the Easiest to Sell 


When a man lives to be 84 years old 
his townsfolk usually know his 


pedigree. 


The man generally confines his ac- 
tivities to a certain  locality—the 
wrench travels everywhere, because 
practically everybody uses a wrench. 
During these 84 years the Coes Wrench 
has become the best known of any 
wrench, because of the lasting service 
and satisfaction it has given on land 
and water and in the air. 





The greatest shops, the leading rail- 
roads, the largest power plants, the 
foremost bridge and structural com- 
panies use the Coes Wrench in the size 
and model that meets their require- 
ments. 


Remember, wrenches that are known 
are the easiest to se//, and keep stocked 
on Coes Knife-Handle, Steel-Handle 
and Key-Model Wrenches. 








If Your Jobber Cannot Supply You—Write to Us 


COES WRENCH COMPANY 


“In business since 1841” 
Worcester Mass. 


Selling Agents 
Bs Gd ee GE Gin oc kv vcccevvces 29 Murray Street, New York 


John H. Graham & Co........... 113 Chambers Street, New York 


Fenwick Freres..............0e-. 8 Rue de Rocroy, Paris, France 


July 2, 1925 
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It’s easy to sell a tool like this--- because 
it’s a daily timesaver 


This gauge saves the time lost by the “cut and try’? method 
of tool setting on planer and shaper work. The gauge is 
accurately set to a micrometer, vernier, surface gauge or 
caliper. Then when the cutting tool is set to the gauge the 
cut taken will be of the required depth. A mechanic will 
readily appreciate this fact. 


The base, slide and extension are made of high quality 
steel, hardened, and the measuring surfaces carefully ground. 
The slide on this tool is adjustable and, together with the ex- 
tension, permits settings of the cutting tool from 14” to 814” 
to be made. 


Brown & Sharpe Planer and Shaper Gauge No. 625 means 
a popular tool added to your stock. 


Send for Small Tool Catalog No. 29. 


Brown & Sharpe Mfg. Co. 
Providence, R. I., U. S. A. 


Remember there are over 2000 other Brown & Sharpe ‘Tools! 


BROWNS QHARPE 


‘‘Standard of the Mechanical World”’ 
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a i ee SOLOS REE IY, 


HE Carpenter is one of the best patrons of your 
eul department. He is constantly in the market 
for a hammer, a chisel, a plane bit or some other 
tool so necessary in the plying of his trade. 

And practically every tool he buys suggests the 
sale of another. | 

Whenever he buys an edge tool of any sort good 
salesmanship dictates that you should interest him in 
Carborundum Sharpening Stones. 

He needs a Carborundum Combination Stone 
No. 108 or 109 for general work—two or three sizes 
and shapes of Carborundum Slip Stones for his 
carving tools, gouges, etc. 

He is also a ready customer for a Carborundum 
Niagara Grinder fitted with a Carborundum Wheel. 

That is what we call pairing up your sales. It’s 
just as logical to sell a Carborundum Stone with 
eee edge tool as it is to sell putty with a putty 

nife. 


And by the way, a display of Carborundum 
Stones in Assortment Case No. 7 will help 
your sales mightily. Ask us how to get one. 


ARBORUNDUM SHARPENING STONES 
SHARPEN THE TOOLS OF THE WORLD 


The Carborundum Company, Niagara Falls, N. Y. 
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Sell These Two 
Carborundum Stones 
to the Sportsmen— 


THE CARBORUNDUM 
Hook STONE 


cA handy, specially designed little stone for quickly 
giving fish hooks of all sorts a keen, penetrating 
point and a really sharp barb. Tell ’em to use it on 
new hooks and old for every strike’s a fish when the 


hook’s sharp. 
Carborundum Hook Stones sell for fifty cents. 


PUT UP ONE DOZEN IN CARTONS 
ON ATTRACTIVE DISPLAY 


F 
rs 
f 


THE CARBORUNDUM 
SPORTSMEN’S 
STONE 


Here isa great stone for sharpening all sorts 
of hunting knives and hand axes. Coarse side 
takes out the nicks and brings the blade to an 
edge—the fine side gives a smooth, keen edge. 


— Furnished in neat leather belt case. Sells for 
— dollar and a half. 
Pair up your sales— Sell these stones with other sporting goods—It can be done 
ORDER FROM YOUR JOBBER-OR DIRECT 
» 


The Carborundum Company, Niagara Falls, New York 


New York Chicago Boston Philadelphia Cleveland Detroit Cincinnati Pittsburgh Milwaukee Grand Rapias 
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gai. \As You Read This— 


S ; _ 
a to wb two million others 
. read it with you 


Today another Walworth 
STILLSON advertisement comes 
out in more than two million 
copies of the Saturday Evening 
Post that will be read eventually 
by something like five million 
people. 


































The summer-time demand for 
wrenches from householders and 
automobilists in on the boom. 

Make the 10-inch STILLSON 
your sales leader for the Wal- 
worth line of STILLSONS and 
tie in now with this timely na- 
tional advertising. 





Walworth Mfg. Co., Boston, Mass. 


Sales Units & Distributors 
in All Principal Cities 


a 














A half page in 
The Saturday 
Evening Post 





WALWORTH 


STILLSON 
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Every Car Owner Is a Prospect 


For These Much Needed Socket Wrenches 


See how easy we’ve made it for dealers to show them. 
Our Special Display Boards require very little wall 
space and are sure to attract the attention of every mo- 
torist who visits your store. When 


Displayed on These Boards 


each style wrench is shown to advantage. The autoist 
can make ready selection from the various styles spread 
out before him and dealers and their sales force can 
save much time in waiting upon customers. Besides 











The Different Wrenches Shown 
Are the Proven Best Sellers 


for every day general home garage service. We've se- 
lected only the styles that the average dealer in hard- 
ware and auto accessories has the most calls for. 


The investment is small—the turnover rapid. 


We make no charge for the Display Boards. 


Sales Start as Soon as Displayed 


From the time you start showing these wrenches—sales 
start and continue as long as you keep them displayed. 


And now, during the height of the busy motor car sea- 
son, is the time to win the trade of motorists and hold it. 





Send for our Illustrated Catalog No. 500. 


WALDEN-WORCESTER 


incorporated 
GENERAL OFFICES AND FACTORY 


WORCESTER, MASS. 





WALDEN-WORCESTER—LARGEST EXCLUSIVE BUILDERS OF SOCKET WRENCHES IN THE WORLD 
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33 gauge each way 
33 gauge each way 
33 gauge filler 
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No. 34 gauge warp 


No. 
18 Mesh, No. 34 gauge each way 


16 Mesh, No. 
Wickwire Pre 
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White Metal Finish 
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Cortland Black Enameled 


Our other Brands Screen Cloth 


12 Mesh, No. 
14 Mesh 


gauge wire is 
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The wire is drawn in our own mills. 
used, both lengthwise and crosswise. 
Each brand meets every standard re- 


Screen Cloth 
supervision. 


terial. 
Every 
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CARPENTERS’ CHISELS 





== 

















} a 
No. 10 No. 725 
, Long 


No. 110 
6%” Longe 4%" Long 2%” 
Socket Firmer Socket Cabinet Socket Batt 


THE NEW CABINET AND BUTT HAVE ALREADY 

PROVEN TREMENDOUSLY POPULAR, AND THE NEW 

ONE-PIECE CONSTRUCTION MAKES OUR CHISELS SIM- 
PLY THE BEST EVER AT NO EXTRA COST. 


>? 
AND HAVE YOU THOUGHT EARLY AND OFTEN OF 


ICE SKATES 


OF THE SAME FAMOUS MAKE? 
WE ARE PLANNING FOR i SPLENDID SEASON 





a 


? 


HARDWARE COMPANY 


TORRINGTON, CONN., U. S. A. 


New York Office: 151 Chambers Street 
ESTABLISHED 1854 INCORPORATED 1864 




















14 





There’s only 


HARDWARE AGE 


July 2, 1925 





one make 


of hammer for most of them 
~ the Maydole 
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How They’re Made 


The head of every Maydole Hammer is 
press-forged of finest steel, tempered 
separately at each end for the particu- 
lar work it is to perform. The handle 
is of clear, second-growth, time-seasoned 
hickory and it's put on to stay tight. 
No ‘‘patent’’ wedge is necessar) 

There's a ‘“‘hang’’ to a Maydole that has 
to be felt to be appreciated. It's un- 
like and superior *to that of any other 
hammer. 


It’s usually time and energy 
wasted to try to sell experienced 
tool users any hammer but a 
Maydole. 


A man may be willing to experi- 
ment with different makes of 
less used tools, but his hammer 
is more than an implement, it’s 
his partner; as necessary to him 
as his good right arm. And, nat- 
urally, he’s mighty careful to get 
the hammer he knows and trusts, 
the Maydole Hammer. 


There is a definite reason for this 
almost universal faith in the 
Maydole Hammer. Since 1843, 
when David Maydole perfected 
the first adz eye hammer, its 
makers have devoted their entire 
energies and resources to turning 
out the finest hammers that hu- 


man skill and experience can cre- 
ate. 


The confidence and loyalty of 
thousands of hammer users is the 
natural reward of faithful adher- 
ence to this policy. 


Are you getting the full benefit 
of the increased turn-over and 
good will that is naturally en- 
joyed by dealers who recommend 
Maydole Hammers? 


Send for Pocket Handbook and 
Catalog 23 “C” 


The David Maydole Hammer Co. 
Norwich New York 
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the new Crescent 
Auto Wrench 


1 A point-winner for STRENGTH! 019 is 
drop-forged throughout, including the jaw. 
It is made of special analysis steel to stand 
long years of hard service. 


2 A point-winner for CAPACITY! 019 is 
a 9-inch wrench that opens to 3 inches. Its 
wide range of adjustment puts it in a class 
by itself. 


3 A point-winner for SPEED! Users save 
time because of its easy, smooth adjust- 
ment. Dealers like its quick action in mov- 
ing off the shelves. 






019 is a popular number with motorists, 
farmers, mechanics, plumbers, housekeepers 
—with everybody. 


Retail price, 75c. Your jobber has it. 





This 18-inch Crescent Wrench is 
standing more of a strain than most 
wrenches are ever called on to bear 
in actual work. The 019 is made of 
the same material and gets the same 
heat treatment as the regular Cres- 
cent. All Crescent Wrenches are de- 


igned f a load tha 

CRESCENT TOOL COMPANY i omnenan:scaeadegt lag 

* 204 Harrison Street Jamestown, N. Y. 
Originators of the Crescent Wrench 
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Give Long and \= (1) 
Satisfactory Service 74 
Because Made Right 
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Thirty-five years’ experience is stitched into //@ "| [i | = gees 
every Protexall. To that experience is added |} @,) |: |. 3 jggeee 
genuine pride in the delivery of a garment that | 3°: ga 
approximates perfection. i a Ag aM 
That is why once you buyand wear a Protexall |: gS, ||| 





you ll never be satished with a substitute. 


Why You'll Like Them 


Protexalls allow perfect freedom of movement. They are 
all in one piece with no bothersome flaps to catch on 
hooks, machinery, etc. There are seven large pockets con- 
veniently placed. The collar is adjustable. All but- 
tons are fly-covered. They give complete protection 
-to the garments over which they are worn. No 
matter what work you are engaged in, their inborn 
neatness never leaves them. , 


The Line Is Complete In Every Detail 


We manufacture Protexalls in several grades, using Blue Denim, 
Khaki, Hickory Stripes, Brown and Blue Denim, White Drill. 
Our workmanship, as well as materials, is guaranteed. W hen desired, 
trade- mark, design or firm name may be stitched in turkey red 


on either front or back of garment. 


You Get a Perfect Garment 


Every Protexall is packed in an individual, dust-proof carton and reaches 
you clean, fresh and ready to put on. If your dealer doesn’t carry Protexalls 
write us for name of one in your neighborhood who does. 
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Large employers of men 
using work garmentshave [E&4 
found it pays todress their [= 
employees in uniform style. F= 
Protexalls offer an economical S 
and practical way to do this. S 
It’s good advertising too— SS 
when the garment car- SS 
: S 
ries your trade-mark S 
or firm name. S 
S 
SS 
SS 
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° Sold Only Through Jobbers and Dealers 


THE PROTEXALL COMPANY 


ESTABLISHED 1889 


Abingdon, Hlinois = alo 3a Take city, Ucan 
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BOMMER 


SPRING HINGES 


ARE THE BEST 


49 Years Leadership 






A stock of Bommer Spring 
Hinges is always a live 
stock. It turns over rapidly 
enough to please the most 
energetic dealers. The rea- 
son is simple—selected ma- 
terials, handsome appear- 
ance and perfect design 
making a hinge that is not 
only efficient and quiet but 
attractive as well. You'll 2. 900 tinge 
find them in the finest public ~ 
buildings and homes. = 


ye 











It isnt necessary to edu- 
cate your customers up to ~ — “Screen Door Hinge 


Bommer Qualit y—they  ~ 
want hinges as good as these. 


Are you going to satisfy this 
want? 


LAEITELA EL ILP ANON ELIE 9 (f 


An Ordering Help 
Catalog 47 


BOMMER SPRING HINGE 
COMPANY 


Manufacturers 
263 Classon Ave. Brooklyn, N. Y. 





. Type = Type 2500 


wf oor Springs 





Type 
No. 1032 
Lavatory Door Spring Pivot 
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Sell the Yale 44 Automatic 


Most people before going away for a vacation 
make sure of their locks on entrance doors being 
secure. The best lock is none too good for the 
protection of a deserted home or apartment. 

If a customer wants the utmost lock security— 
bring out the Yale 44 Automatic. 

The Yale 44 is the most remarkable night latch 
on the market. It automatically deadbolts the 
door every time the door is closed. Demonstrate 
it. Hold the guard slide back when you depress 
the bolt and let your customer see the bolt spring 
out its full double throw. Try to force it back! 
It will not budge. Point out the heavy bronze 
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The American HardwareTrade 
serving the American Public 
should push the sale and use of 
Brass and Bronze Builders’ 
Hardware. 





deadbolt section and the security and conveni- 
ence of an automatic deadlock and night latch 
combined. No other lock has so many talking 
points, or so quickly tells its own story. 





Sell the Yale 44 Automatic for the entrance | 


doors of homes and apartments this summer and 
the Yale No. 10 when a heavy steel deadbolt is 
needed, and the Yale Nos. 42 and 042 for interior 
doors, cellar doors and closet doors. With so 
many of your customers thinking about vacation, 
a lock suggestion often leads to a sale. 

Write for a supply of the Yale 44 Booklet, and 
the counter display card. 


The Yale & Towne Manufacturing Co. 


Stamford, Conn., U.S. A. 


Canadian Branch at St. Catharines, Ont. 


YALE MADE IS YALE MARKED 


Padiocks, Night 


Latches, 


Dead Locks, 


a 
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Builders’ Locks and Trim, 


Cabinet Locks. Trunk Locks, Door Ciosers, Bank Locks, Prison Locks 





in @Outstandin 
Ichievements 





HE splendid staff of our 

Research Laboratories has 
always kept us in the fore- 
front of progress. They have 
now developed Sach , House- 
hold Lacqueroid, which is not 
a paint and not a varnish but 
for certain purposes, better 
than either. 


will have many imita- 
tors for it’s an outstanding 
achievement in the delop- 
ment of our industry. It will 
be a long time before any 
imitation can approach the 
superior qualities of this re- 
markable product.” 


7 President 








Here is a reproduction of one of the Advertisements telling the Wonderful 














CJ 
HOUSEHOLD 
BLACQUEROIDE 


Some of the Wonderful Things 








| . 
ad he You can finish 


a floor and walk 


You can finish 






a chair and use 
on it in less than 


one half hour 


it in less than 
one half hour 











The Glidden Company, Cleveland 
Heath & Milligan Mfg. Company, Chicago 









° Adams & Elting Company, Chicago 
ompanieS? Campbell Paint & Varnish Company, St. Louis 
y T. L. Blood & Company, St. Paul 
Lacq Household Lacqueroid is a development The American Paint Works, New Orleans 

from our experience with our wonderful motor Twin City Varnish Company, St. Paul 
Lacqueroid. Our Research Laboratories have suc- The Forest City Paint & Varnish Co., Cleveland 
ceeded in developing a material that anyone can The A. Wilhelm Company, Reading 
apply witha brush. We call it Lacq. You won’t Nubian Paint & Varnish Company, Chicago 
forget the name because everyone will soon be 
talking about it. IN CANADA : 






The Glidden Co., Ltd., Toronto, Ont. 








Story of Lacq in “Literary Digest,’ “Liberty” and “Ladies Home Journal.” 


An Innovation 


that will Revolutionize 


Household Finishing 


Not paint-not varnish-all colors 
Dries in less than one half hour 





You Can Do Easily with Lacq 





i ) You can finisha 
tS table and put it in 
and hang curtains =~ use in less than 
immediately one half hour 


TO HOUSEWIVES— 


You can finish 
the woodwork 








TO DEALERS—In the history of paint THE GLIDDEN COMPANIES, 
. ational Headquarters, Cleveland, io. 
making there has never been a household Enclosed please find 10 cents in stamps for which please 
. . send me a sample can of Lacq in the color checked below. 
finish so revolutionary as Lacq Household 
Lacqueroid. It represents the greatest op- Name 
portunity ever offered the paint and varnish ie aids 
dealer to perform a genuine service for his 
customers. Write for the ‘‘Story of Lacq’’. Check colorhere. # .-  L.D.725. 
- . °4 Old Ivo Gold Yellow Buff 
Address any one of the licensed distributors India Buff sone Bh Drab 
li d h ~ ca Blue - 5 she Green i Yellow 
iste cre. Rich ioe - yo * onl Light Gray 
Mandarin Red Dark Green Slate 


Bright Red Golden Brown Black White 





' 





Fifteen Million Readers of Big 
National Magazines, within the 
next Sixty Days, will learn of 


— The Name of ach 


—= The extraordinary, quick drying of Sach 








— The unequalled ease of applying {acy 
— The beautiful, durable finish of Sac 


= The remarkable every-day utility of Sica : 







Write to-day for 
“THE WONDERFUL 


STORY OF cq,” 


what it is--what it does--and 
what it means to You 
and Your Business 









oe 
ca = 


HOUSEHOLD 
LACQUERO!) 


MANDARIN RED 







{ 
\ 7 wy, 
HOUSEHOLD 


SLACQUEROID! 


LETTUCE GREEN 

























This coupon, or @ 
request under you 





Date_— 





The Glidden Companies, ; . 
National Headquarters, 3 Own. letterhead, wil 
Cleveland, Ohio. ‘ b ring you the S to 











Gentlemen :- of fic w i t h nc 


You may send me, without expense or obligation, : ‘ 
‘The Wonderful Story of Lacq’’. obligation 








Name 








Company —— 
Address__ 
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OTE the truss form of construction used in the 
new Stanley Aluminum Levels —a patented 
feature. The wood levels are narrow and made 
of light wood. Both types have level and plumb 
glasses protected by heavy glass covers to safeguard 
the bulbs and keep out dirt. Write us for complete 





Th : details of this new line of Stanley Levels. 
if <—- STANLEY, New Britain, Conn. 
New York Chicago 
San Francisco Los Angeles Seattle 





ANLEY LEVELS 


Wood and Aluminum 
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Machine Screws 
Stove Bolts 
Tire bolts 


PROVIDENCE , 
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Strengthen the Security of the Home 


FEATURE PROTECTION 


No. 202 
Dead Bolt Night Latch 




















has a patented feature that 
is PRACTICAL and 
EFFECTIVE. It affords 


absolute protection to the 
user. No. 202 





By turning key once backwards, the bolt and inside knob are deadlocked so 
that the bolt cannot be forced back or the lock opened from the inside by 
the knob. ONLY THE PROPER KEY CAN OPEN IT. 


A. special protection for glass panelled doors. 
It can also be used as an ordinary night latch and doesn’t cost any more. 
Illustrate it with a neat mounted sample and watch your sales increase. 


“A MAN’S HOME IS HIS CASTLE” 
ILCO LOCKS will safeguard his interests 





INSIDE DOOR SETS 





THIS IS SET NO. 250A 


Set No. 250B includes Glass Knobs instead of metal knobs. 
Set No. 250C includes same mortise lock, glass knobs and small 
oval escutchéons. 

ALL three sets are well constructed, combined with beauty and smooth 
operation. 

Our Glass Knobs are of extremely attractive design—ground and polished— 
not machine molded—and have silvered backs giving high lustre. 

Ask for our prices—they will interest you. 

Don’t be without our latest catalog—if you haven’t one, let us knows» 


INDEPENDENT LOCK CQ 














_ LEOMINSTER 


Manufacturers of Cylinder Le 
’ anc 
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HARDWARE 








Our national advertising features 
three sets of Irwin Auger Bits. 


Irwin Carpénter Set, 13 bits 


These sets have been chosen 
because they are representative 
and fill a wide fange of require- 
ments. It enables the hardware 
dealer to meet requirements with 
a small, quick-turning stock. 
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When a customer asks for a 7/16 Irwin Bit, the 


S glad Vilna on nate aie 
- = 5S am oe 










normal procedure is to pick that size from stock | 
and hand it to him. He sees but one bit. There | 
is no suggestion of buying more than one bit. i 
But if you have a Borcase on the counter, turn to GUARANTEED TO | 
it and pick out the desired size for him, he sees Prenitisaiice if 
a number of bits. He sees a handsome, durable WITH US BEHIND IT" i 
case. Without saying a word, the temptation to ASK HIM FOR BOOKLET Hh 
buy several bits, or the set, is before him. AND CARE FOR BITS" | 
That is a simple bit of merchandising, yet it is THE |.AB.C. 

effective. Just try it. ahi 






Write us for our complete plans on making six 
profits grow where only one existed before,—by 
selling Irwin Bits in sets. 

THE IRWIN AUGER BIT CO., Wilmington, Ohio 
Largest Makers of Wood-Boring Tools in the World 


European Agents:—_ MARKT & HAMMACHER CO, 
193 West Street, New York City 


ThelRVINB 


REG. U.S. PAT. OFF. 


—————— 
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THE STORY OF THE EMPIRE NEW PROCESS BOLT—Cihapier 2. No.2” 





¥ | 





Why tolerate stripped threads 
when they’re no longer necessary? 


Yo can strip any cut thread, if you thread give. Every bolt you buy witha 
try. You can strip a good per- die cut thread is a speculation. You 
centage without trying. You are doing don’t know anything about it till the 








it right along. And it is costing you a 
pretty penny in wasted bolts, lost time, 
and disgruntled customers. 

Out of every lot of cut-thread bolts 
you buy, so and so many are going to 
strip when the workman puts the nut 
on. So and so many are going to strip 
after the nut is on and the job is de- 
livered. It's as infallible as the Law of 
Gravitation. : 

Die Cutting is a Prolific Source of Trouble 

You can cut into gold or silver or 
platinum or lead, and all the harm you 
have done is to remove a certain amount 
of metal. The structure of the metal is 
unchanged. 

But not so with steel—especially the 
fine quality open hearth steel used in 
making high grade bolts. When you 
cut into this you disturb the flow of the 
grain, and the thread is weakened. It 
takes no tremendous pressure to make the 


nut is on—and not always then. 

New Way of Thread Making Ends 

the Stripping Evil 

The thread of an Empire New Process 
bolt is not cut. It is built up on a 
specially prepared blank. A new type 
of die is used. This die, in pressing up 
the thread, forces the steel molecules 
closer together. It is like building a 
wall of solid concrete, instead of loose 
pebbles. The thread is firm and strong. 
It cannot be stripped by any nut, under 
any condition of service. 

As many Empire New Process bolts 
as you buy, that many you can use. 
All will fit. None will strip. Their 
price is no higher than former Empire 
bolts, so there is no reason in the world 
for your not having them and the many 
economic benefits they bring you. 

To know them is to want them. 
Test them. Ask for samples. 


RUSSELL, BURDSALL & WARD 
© BOLT & NUT COMPANY © 


PORT CHESTER.NY. 


Strimple & Gillette Maydwell & Hartzell, Inc. 
169 Jackson Street 15% 168 Eleventh Street 


Bldg, Factory: 
DETROIT ROCK FALLS,Iis. SEATTLE SAN 


Comparator 
photograph 
EMPIRE 


New Process 
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The Barrow Drealice Sell! 


EALERS say that Akron Barrow 
143 is the barrow that is built and 
priced to meet a universal barrow need 
for the home, for the garden, for the lawn, 
for the farm, for the many odd jobs 
everywhere. 


Finished in real black and orange paint, 
this barrow is attractive. Its strong and 
fully braced body—its comfortably spaced 
hickory handles—its 3 cubic foot capacity 
steel tray, that levels up and holds its 
load—and its price complete the sale. 



















We 


fo SR 
pee eng =f ) Se, 


It’s an all-around barrow—a man’s 
size barrow—not a toy—built and priced 
to fill the demand of the dealers’ trade. 
Ask your Jobber to quote you on Akron 
143, or if he does not carry this barrow, 
write us direct and mention his name. 


THE AKRON BARROW COMPANY 
3140 East 65th St. Cleveland, Ohio 
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Here’s one of our new 
selling books. Mail in 
the coupon on the op- 
posite page and we’ll 
send you a copy. 


















MADE BY THE LARGEST MAKERS OF HEATING 
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EW products on the market 

today give the dealer as prof- 
itable a sales opportunity as the 
Sunbeam Cabinet Heater. The 
radio, the farm lighting plant, 
the electric washing machine, all 
started with large open markets 
in which a big percentage of all 
homes were prospects. In a sur- 
prisingly short time these special- 
ties have become giants in 
American industry — big profit 
makers for dealers everywhere. 


The Sunbeam Cabinet Heater 
has an equally large “future mar- 
ket.” In an actual count of farm 
homes it was found that over 
80% were stove heated. In sev- 
eral country-wide surveys, cover- 
ing towns of all sizes, the stove 
heated homes numbered nearly 
50%. These figures, as well as 
the phenomenal sales of Sun- 
beam dealers in every section of 


THE FOX FURNACE COMPANY 


HARDWARE AGE 


Are Net Profits 


the country, show the market 
possibilities of this new type of 
heater. 


And here’s another mighty im- 
portant fact—the profit on the 
sale of a Sunbeam Cabinet Heater 
is NET profit because it requires 
practically no service after installa- 
tion. Lighting plants and washing 
machines are aconstant source of 
expense to dealers—they need 
frequent service after they are 
sold. The Sunbeam Cabinet 


Heater takes care of itself. 


O 


And another important 
point—the dealer’s profit 
is a large profit—larger in 
percentage, than is gener- 
ally paid on specialties. But 
there are other interesting 
things about this wonder- 
ful heater—it will pay you 
to know the whole story. 
Use the coupon today. 


Largest Makers of Heating Equipment 
ELYRIA, OHIO 
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EQUIPMENT IN THE WORLD. 
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MYERS UNLOADERS 


MYERS oO. K. HAY UNLOADER The i ll f harvest—this year 
A PATENT - - every blade of pn will be ciel 
EXTRA LONG TRUCK - 16" WHEEL BASE if have already started in many communities— 
LARGE STEEL BEARINGS in other sections preparations are being made 
4 mo to get into the hay within a very few days— 
VEL your customers will demand quick service as 
. 3 | they always do during this period—new equip- 
ment or replacements are wanted in a hurry— 
make your store headquarters for this kind of 

business—it will pay. 








‘) 

{ - 
i Paw, 
= 
oo 


re 








for 
7 ‘RG & / SLING UNLOADER 


PATENTED 


8 WHEEL FLEXIBLE ENGINE TRUCK 
\ or DOUBLE STEEL TRACK 


You will need more Myers Hay Unloading 
Tools before the season is over—your customers 
will be asking for them—they will want them in 
a hurry—place your order today—we are ready 
to serve you—prompt shipments for early orders 
on complete Myers Hay Unloading Outfits or on 
separate units such as Myers Unloaders, Forks, 
Slings, Pulleys, Tracks, Hooks, Brackets and 


Fixtures are assured. 





Dy 
Pm Views FOR SLINGS 

CROSS DRAFT SY [aprens,| BEd \ os 

SLING UNLOADER with 


STEEL BEARINGS 
A PATENTED 











Myers Hay Unloading Tools stand in the first rank 
when quality and service are considered—they have no 
superiors—they have but few equals—large capacity, 
easy operation, light draft, uniform service, are the 
elements which have kept them popular. You take 
no chances with the Myers. Write, wire or phone. 

KNOCKER. We are extremely busy but we have anticipated your 


requirements. Catalog on request. 





m= FE.MYERS & BRO.¢>. 


ASHLAND, OHIO. | 


rers for over Fifty Years. of MYERS NOOR: -BILT PUMPS for Every Purpose. 
G TOO BAR N. FACTORY and 


unter ySTEMS- “MAY end GRA UMLOADIN LS~- 
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Aocks & Flardware 

















~100’s...50’s...25’s 


... the new way is best! 


ALL Sargent bright wire goods and brass cup and screw hooks 
are listed by the hundred and packed in boxes of 100. Larger 
sizes are packed 50 and in some cases 25 in a box. 


The decimal system of packing and pricing is greatly supe- 
rior to the old system. It simplifies the figuring necessary to 
arrive at a price for any quantity. It saves time. It is an addi- 
tional reason why you should handle these attractive goods. 


Materials and machining are of an 

exceptionally high quality. Uniformity 

io of excellence is particularly noticeable— 
Coat and Hat for special attention is given to the~ 

smallest details in design, finish, adapt- 


Sharp pointed, 


ong oc’ ability and workmanship of every bit of 


screws inte) Sargent Hardware so that all classes 


toughest wood 


Speedy. +always come up to the established grade. 


speedily. 

Write for price sheet showing prices 

by the hundred as compared with the old list by the gross, and 

giving the quantity in a box of each number. Our Co-operative 
Advertising Service will also be sent upon request. 
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SARGENT & COMPANY, Hardware Manufacturers, New Haven, Conn. 
New York: 92-98 Centre Street Chicago: 221-223 W. Randolph Street 














THE DECIMAL SYSTEM OF PRICING AND PACKING HAS BEEN ADOPTED FOR SARGENT HARDWARE 











Far more sanitary than rope—las. 
longer. Save the dairyman’s time. 
Good profit makers. Furnished in 
welded or weldless chain. 


Elwel Heel Chains 


Another big seller to the farm trade. 
Try making a window display of 
heel, trace, breast chains and all the 
chain items the farmer needs. Then 
watch sales multiply. 


\ Tie-Out or 
Picket Chains 


No rotting like rope— 
will last for years. 
Lengths, 20 to 50 feet. 
You will get more busi- 


ness if you suggest them 
SF to vour trade. Ask for 
Tenso pattern. 
= Dog Leads— 
ee Kennel 


Chains 


You can sell 
dozens in your 
locality. The 

Soy “Acco” line 
covers the whole field and simplifies 
ordering. Ask your jobber for an 
assortment displayed on attractive 
metal hanger. 











General Utility Chains 


I 02 or binding chain will serve your 
customers much better than rope. 
Every farmer, every lumber com- 
pany, every haulage contractor needs 
one or two of these general 
utility chains. 


——— 
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The Farm 
offers you big 


Carry the chain and repair 
you are missing real chain pro- 

fits if you haven't a chain de- 
partment with harness, chain and 
hardware, halter chains, tie-out 


chains, etc.—the score of chain 
specialties required by the farmer. 


The farm market is the big chain 
market—it’s your field—feature 
the items listed here and develop 
your chain profits. Many dealers 
are making special window dis- 
plays of farm chain specialties— 
and doing a big chain business 


VTIYVIIFIIIVI7 


Your Jobber can Supply you with 


Cow Ties Stage Traces 
Tie-Out Chains _Butt Chains 
Kennel Chains Harness Hardware 
Dog Leads Well Chain 





American Chain 
Bridgeport, 


IN CANADA: Dominion Chain Company, Limited, 
Niagara Falls, Ontario 


World’s Largest Manufacturers of Welded 


ACCO 


“A Style for 


DEVELOP CHAIN SALES FOR A 
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Market = [i 
chain. profits 


items the farmer must have 





as a result. It’s worth trying. 
The Acco Line covers practically 
the entire field—dquality is assured 
as Acco specialties are made by 








the lar gest manufacturers of Fitted with welded ring, wire toggle 
] d d d ] dl h . + l] and snap. Let customers know you 
welded and we €ss Cnains for a carry them—one of the most popu- 


lar of farm chain specialties. 


purposes—makers of the famous 
Weed automobile accessories. 


Numerous sales helps are avail- 
able to help you build up a profit- 
able chain department —ask 
your jobber’s salesman to show 
you the Acco Line. 


VIVIIVIVIIVI7 


these profitable Chain Specialties 


Halter Chains Pump Chain 

Heel Chains Porch Swing Chain 
Log Chains General Utility Chain 
Breast Chains WagonChains » 
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There’s good profit in Breast Chains. 
Feature them in achain window or 
wall display. Also a complete line 
of Elwel Breast Chains in single, 
double or tapered chain. 
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Company, Incorporated = 2) 


Connecticut 


DISTRICT SALES OFFICES: Boston + Pittsburgh 
Philadelphia - New York : Chicago * San Francisco 


and Weldless Chains for All Purposes 


CHAIN 


every purpose”’ 
BIGGER HARDWARE BUSINESS 














EL-WEL-TRA Traces 


Most dealers do a big business in 
theseelectrically welded tracechains. 
You can double the profits from your 
chain department by displaying them 
with the items listed here. 
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Harness Hardware 


Rings, Bits, Clips, Dees, Cockeyes 
—practically everything in harness 
hardware the farmer will call for. 
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The name ‘LOWELL’ 


_Is Your Guarantee of 
EXTRA Quality 


LTHOUGH LOWELL Sprayers cost 
no more than the ordinary run of 
hand sprayers, they have at least 


three important points of superiority. 


First: As the “thumb-test” will prove to 
you, LOWELL Sprayers are hard to dent. 
That’s because they never are made of less 
than 107 lb. base tinned. 


Second: There is real workmanship in 
LOWELL Sprayers—workmanship that as- 
sures long service. 


Third: Every LOWELL Sprayer is double 
tested before shipment. There is no chance 
for leakages. 


It’s worth while to make sure that the 
— sprayers you handle bear the LOWELL 
Other Lowell Specialties trademark. More than 150 reliable jobbers 


supply them. 


LOWELL SPECIALTY COMPANY 


Largest manujacturers ef sprayers in the world 
LOWELL, MICHIGAN 


s ~*~ 
a 


We also make 
a complete line 
of sprayers in 
galvanized 
Iron and Brass 


Lowell Fountain Com- 
pressed Air Sprayer 


© 107 Ib. base tinned. Ee ll ll 


Compressed Ajir 
Sprayer 


2. Guaranteed against leakage. 


prayers 
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These well-known houses are authorized dis- 
tributors for Osborn Blue Handle Household 
and Personal Use Brushes. Ask them. 





The W.BinghamCo.,Cleveland; The Bostwick-Braun 
Co., Toledo; The Bronson & Townsend Co., New 
Haven; Buhl Sons Company, Detroit; Burhans & 
Black,Inc.,Syracuse; W. W.Conde Hdwe.Co., Water- 
town, N.Y.; Decatur & Hopkins Co., Boston; Eastern 
Drug Co., Boston; Evansville Supply Co., Evansville; 
Faxon & Gallagher Drug Co., Kansas City; Geller, 
Ward & Hasner Hdwe. Co., St. Louis; C.H.& E.S 
Goldberg, New York City; L. Gould & Co., Chicago; 
Charles Hubbard Son & Co., Syracuse; Janney, Sem- 
ple, Hill & Co., Minneapolis; Kelley-How-Thomson 
Co., Duluth; Kinney & Levan Co., Cleveland; Lee- 
Kountze Hdwe.Co., Omaha; Logan-Gregg Hdwe.Co., 
Pittsburg; Masback Hdwe. Co., New York City; 
E. C. McKallor Drug Co., Binghamton; C. H. Miller 
Hdwe.Co., Huntingdon; Minneapolis Drug Co., Minne- 
apolis; Morley Bros., Saginaw; Northern Drug Co., 
Duluth; The Philadelphia Wholesale Drug Co., Phila- 
delphia; Plimpton-Cowan Co., Inc., Buffalo; John Pritz- 
laff Hdwe. Co., Milwaukee; Richardson Drug Co., 
Omaha; The Salt Lake Hdwe. Co., Salt Lake City; 
Schwabacher Hdwe. Co., Seattle; Supplee-Biddle 
Hdwe. Co., Philadelphia; H. D. Taylor Co., Buffalo; 
John L. Thompson Sons & Co., Troy; Townley Metal 
& Hdwe.Co., Kansas City; Towns & James, Brooklyn; 
Van Camp Hdwe. & Iron Co., Indianapolis; John B. 
Varick Co., Manchester; The Walding, Kinnan & 
Marvin Co., Toledo; Wayne Hdwe.Co., Fort Wayne; 
The Geo. Worthington Co., Cleveland; Wyeth Hdwe. 
& Mfg. Co., St. Joseph. 














This window and counter 
display stand will work 
for you. Ask us, or any 
Osborn distributor. 







Keep the Brush Business 


Sell them the Osborn and sell them the best. 


The house to house canvassers (the glorified 
peddlers) have thrived on the neglect of legiti- 
mate manufacturer, distributor and dealer. 


Osborn Blue Handle Household and Personal 
Use Brushes, the new Osborn Display Stand, 
Osborn advertising, and your active support 
are the factors in the campaign to keep the 
brush business where it belongs—in the 
retail stores. 


in Your Store—Where it Belongs 


Representative distributors have welcomed 
the Osborn plan, and hundreds of merchants are 
already using the Osborn line to get business. 


There is a very definite workable plan back of 
this campaign, any store can use it. 


Prices are right —and profits are liberal. 
Cooperation all along the line. 


Write for full details about the line. Join the 
nation-wide movement to keep the brush 
business in legitimate stores. 


The Osborn Manufacturing Co., Cleveland, Ohio 









































8 
ass 
Osborn Blue Handle House- Osborn Blue Handle House- 
hold and Personal Use hold and Personal Use 
Brushes are never sold by Brushes are sold only 
canvassers or solicitors. through selected retail 














| stores. 














MAKERS OF QUALITY BRUSHES SINCE 1892 
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Pronounced Cre-co-ite 


, Five | Winns 


ta ECO! ; 
bets j 
okies 


Half Hatchet 








Nail Hammer 








All Are Equipped with the 


GRADY WEDGE 


Easy to Keep Heads Always Tight 
Just Tap to Tighten— 
Camp Axe No Tools Required 





ERE are five general utility tools (typical of the whole Crecoite 

line) for householders, campers and amateur tool-users. The 

big point about all Crecoite tools is this: serviceable quality at me- 

dium prices. All are made of the wonderful Crecoite tool metal— 

all are priced for quick sale and good profits, as well as customer 
satisfaction. You should stock this line now! 








If Your Jobber Can’t Supply You Write 
Us Today for Samples or Catalog H 


MARION TOOL WORKS, Inc. Marion, Indiana 
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—for sturdiness, durability, prac- 
tical features, symmetry of 
design and distinctive, 
lasting finish that 
keeps the wagon 

















looking 
new. 








This trade-mark identifies 
all genuine Cannon Ball 
vehicles. Protects dealers 


and users. A sign of 
quality. A guarantee 
of honest 

worth, 















7 No. 130-C ;{ 
Wy “36x38 | 





15)4 x 36 







’ CANNON BALL 
COASTER WAGONS 





ANNON BALL WAGONS are designed 
and built the way you would build them. 
They are the kind you can stake your reputation 
on—the kind that sell at a good profit and bring 
customers back to you. 

Clear, hardwood boxes are built with care 
and precision; carefully sanded and given a 
mirror-like finish with two coats of clear, high- 
grade varnish. 

Double disc wheels have contained roller 
bearings. Takapart wheels and effective roller 
brake used on Nos. 110, 120 and 130. Staytite 
tires on all models. Large, brilliant, copper- 
nickeled hub caps that lock on and cannot be 
knocked off. 

Prices are as attractive as the wagons 
themselves. 

You dealers who have known the products of 
Hunt-Helm-Ferris & Co. the last forty-two years 
know that Cannon Ball Wheel Goods must be 
even better than they look.. Order by number 
from this Ad. Avoid delay in getting your 
share of profitable business on the New Cannon 
Ball Line. Catalog mailed on request. 


Industrial Bldg. 








Albany, New York 


22nd and Arch Sts. 
Philadelphia, Pa. 










i) No 120-C 


14x 34 


a No. 1132-C 








4 No. 110-C 
14x32 


Ball 
Takapart 
Wheel 


Cannon Ball Takapart Wheel used 
on Nos. 110-C, 120-C and 130-C 
wagons can be taken apart to permit 
worn tires to be changed at home. 


Everything 


steel wagons. 
disc wheels. 


DEPT. A 


CANNON BALL 
ALL-STEEL WAGON 


steel but the heavy, 
balloon-type tires. Sets new mark 
for attractiveness and durability in 


Ball bearing, double 


Hunt, Helm, Ferris & Co. 
HARVARD, ILL. Sen Seaneieen, Od 


422 Stinson Blvd. 
Minneapolis, Minn. Los Angeles, Cal. 


1811 E. Seventh St. 
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LANNON 


BEATS EM 


§ pom complete new line of 
precision-built vehicles em- 
braces radical improvements in 
models, construc- 
tion and finish that 
place it ahead of 
all competition. 





tires. 


No. 1054 
Scooter 

















No. 1136 
Scooter 





No. 1159 
Scooter 













You insert just 
one bolt to set up 
these Play Boys 

= and Pedal Cars 
No. 1135 
Scooter 









Po 





Silver toned bell 
regular equipment with 
Cannon Ball Pedal Cars. 









No. 1139 Scooter 
With Roller Brake 





Pull-Motor 


Combines healthful 
exercise with 
thrilling fun 


Cannon Ball 


Looks classy 
Runs easy 
Goes fast 








No 5-C 
Pedal Car 


No. 1144 Pull-Motor 









Eighteen thousand deaiers who 
have bought our goods in the 
last forty-two years know 
the Cannon Ball Line will 









be attractively priced 
for quick and profit- 
able resale. Order 
now from this Ad. 

Get started on 

a profitable 

turnover. 









I No. 1137 SkeeSkooter Folder and attractive prices sent on request, 


DEPT. A 


Hunt, Helm, Ferris & Co. 


Industrial Bldg., HARVARD, ILL. 383 Brannan St., 
Albany, New York San Francisco, Cal. 
22nd & Arch Sts., 1811 E. Seventh St., 
Philadelphia, Pa. Los Angeles, Cal. 





Cannon Ball Special Line 


In addition to the vehicles shown herewith we 
have also a line of Brake Scooters, Scooters 
without brakes, Pedal Cars, Pony Cars and Play 
Boys in standard red finish instead of orange. 


422 Stinson Blvd., 
Minneapolis, Minn. 




















j / All Cannon Ball wheeled 
J] vehicles are equipped with 
' double disc wheels, con- 
tained roller bearings and 
large, substantial, Staytite 






No. 1053 
Scooter 









Cannon Ball 


Play Boys have 
solid steel steer- 
ing posts 
%, can’t wear wobbly 


that 


Play Boy 

















No. 1133 
Skee-boggan 


Biggest thrill on every hill 











All genuine Cannon Ball vehicles 
bear this trade mark, a guarantee of 
quality and a sign of honest worth 
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FOSTER 400 





NEW PARLOR FURNACE 


Beautiful Outside—Practical Inside 
The Heater With Self-Cleaning Fire Pot 


The first thing people demand in a heater is 
APPEARANCE. The beautiful rich grained 
mahogany finish of the Foster is a credit to the 
furnishings of the finest parlor or living room. It 
shows it.. 


The next consideration is efficiency. ‘Will it heat 
adequately and continue to do sor” It proves it— 
heats comfortably four or five connected rooms in 
coldest weather. 


“What about installation?” The Foster Parlor 
Heater can be instantly installed in any room with 
a flue connection. No basement required. 


“What makes it self-cleaning?’’ The firepot is 
made larger at the bottom than at the top. The 
ashes fall away from the sides and leave a clean 
surface exposed to the fire. This construction not 
only insures maximum heat radiation, but minimum 
fuel consumption. 


Besides homes, this new furnace is recommended 
for heating small churches, school rooms, halls, 
stores, etc. 


We want to send you full particulars about the 
Foster. We stand squarely back of every Heater 
and every Dealer who handles “The Foster Line.” 


Write us. 


The Foster Stove Co. 








Ironton, Ohio 


Makers of “THE FOSTER LINE” 


Parlor Furnaces, Cooking and Heating Stoves for Wood, Coal or Gas, Steel and Cast Ranges 
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Zint Insulated 


Americal Royal Anthony Nationat 
and U.S. Fences 


The test of time in service on the farm is the only 
true test by which good fence can be measured. 
Knowing the extra long lasting qualities of American 
Royal Anthony National and U. S. Fences, we give this 


Guarantee of Service 


. —that the fence will give the equal of or longer service than any 
other fence made of equal size wires and used under the same 
conditions. Any buyer who shows that it fails to do so will upon 
presentation of the written guarantee, be supplied with an equal 
amount of new fence free. 
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Our fences have always been the We control every process from se- 
highest quality fences that the most lection of ore to the finished product. 
progressive methods of manufacture We know what our fences are and 
could produce. improvements con- stand back of them with this un- 
stantly are added as discovered, to qualified guarantee based upon our 
make it last longer and give better past record of more than 25 years for 
service. producing QUALITY PRODUCTS. 


Ban Mme@i—tormerly na mod Arrow 
R.R. Rail Stee. Posts 


Are not ordinary T-steel posts. They are}/ 
built like a railroad rail—the strongest form 
of fence post construction known. 


DEALERS: Write for our eneiiees selling 


plan and literature. pasion 


PATENTED 


AMERICAN STEEL & WIRE pOMPANY | 


Chicago, New York, Boston, Dallas, Birmingiam, Denver, Salt Lake City 
U. S. Steel Products Co., San Francisco, Los Angeles, Portland, Seattle 


ont ™' 
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all 
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CHICAGO)-~- 
SPRING HINGES 


Equipment for 








Posterity 


The New Union Station in Chicago—one of the finest and largest 
railroad terminals in America—is equipped with Chicago Spring 
Hinges. 


Many other large railroad stations and public buildings are 
equipped with Chicago Spring Hinges, such as 


Blackstone Hotel, Chicago Commodore Hotel, New York 
Drake Hotel, Chicago Federal Reserve Bank Building, New York 
Michigan Central Station, Detroit Ritz-Carlton Hotel, New York 


The selection of the equipment on buildings for future genera- 
tions, indicates recognition of quality, durability and efficiency. 


Send for Catalogue K-39 


Chicago Spring Hinge Company, 
CHICAGO NEW YORK 
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UNION STATION, CHICAGO 
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cAmerican Radiator 


new merchandise 
VECTO—a nw 





protit 


for 17,000,000 stove-heated 
homes and buildings 


R THIRTY YEARS this company has 

been the exponent of radiator warmth 

as the best that modern science has 
produced. 


But there are millions of home-owners, 
store-owners and tenants who feel they 
cannot afford the slightly higher first cost 
of radiator warmth. To serve that great 
mass of Americans, our heating engineers 
have been experimenting for years to 
produce an inexpensive heater that is 
the next best thing to radiator warmth. 


And today we announce the success 
of their efforts —VECTO— a warm air 
heater, lower priced than anything of its 
kind on the market, yet proved by instal- 
lations in over 1,000 small homes, garages 
and other small buildings that it will 
warm from three to five rooms (up to 
8,000 cubic feet of room space) at a mini- 
mum fuel cost. 


Its design —absolutely exclusive and 
unique — is described in detail on the oppo- 
site page. We invite yourcarefulstudy of it. 


Think what this remarkable new device 
means to you: 


IT MEANS a new market, larger than that 
of any other IDEAL product we have 
offered you. 


IT MEANS new customers you have never 
before been able to sell. 


IT MEANS the largest profit to you per 
unit of effort that you can possibly earn. 
For VECTO requires no installation ex- 
cept the connection of the smokehood. 


IT MEANS that you can sell VECTO even 
when your journeymen are crowded to 
capacity with regular heating work. 


IT MEANS that you can sell VECTO as the 
grocer or hardware men sells merchandise, 
without labor installation, and that mea. ; 
merchandise profits. 


We invite you to stock VECTO and to 
prepare to serve this great new market 
which we shall help you develop by 
national advertising. The first step is to 
send your order now forasampleVECTO 
for display in your store or window. 


AMERICAN RADIATOR COMPANY 





IDEAL Boilers and AMERICAN Radiators for every heating need 
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Company ANNOUNCES. 


to every heating contractor 


heat distributor 


IDEAL VECTO HEATER 


A— One single casting: A unique achievement; pos- 
sesses remarkable strength; tightly seals the com- 
bustion chamber, insuring perfect control of air. 

B— Arched channel design: Allows larger volumes 
of air to be warmed and quickens its circulation. 
The air thus retains more of its moisture. 

C—Easy Regulation: Controlled Combustion—a 
turn of the heat control handle gives the desired 
degree of warmth. 

D—Lock-safe Fire Door: Makes it impossible to 
force or kill the fire. Saves fuel, insures safety, 
prevents dirt or dust fromescapingintotheroom. 

E— Gray Enameled Jacket: As polished as fine china;,. 
with its porcelain finish it cannot scratch and the 
beautiful lustre is permanent. 

F— Transparent Door Panels: Withstand high tem- 
peratures and give off the ruddy, genial glow of 











an open fireplace. 




















The New 
IDEAL VECTO 
HEATER 


to the owner plus freight from 
Buffalo, N.Y., amd installation 
of smokehood connection. 


. $10 down—balance monthly. 3 
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Registered 
Trade Mark 























Not Only 1 Tacks 


Lest some of the newer dealers in the 
hardware business might get the impres- 
sion from our name—Atlas Tack Corpora- 
tion—that we deal only in Tacks, we desire 
to emphasize that the term 


ATLAS 


Tacks and Small Nails 


more correctly describes the Atlas line 





And while we manufacture both Tacks and 
Small Nails for every conceivable purpose, we 
also manufacture a big variety of Wire Staples, 
Standard Rivets, Tinners’ Rivets, Barrel Rivets, 
Copper Belt Rivets and Burrs, Copper Storm 
Rivets for fastening Asbestos Shingles, Shoe 
Tacks and Shoe Nails of all kinds, Furniture and 
Upholstering Nails, etc., etc. 

Every product is scientifically designed for its 
purpose and standardized. 

Send for Complete Catalog. Your Jobber can 


supply you. 


Atlas Tack Corporation 
Fairhaven, Massachusetts 
and St. Louis, Missouri 











IAN 


Registered 
Trade Mark 
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Trade-Mark Reg. U. S. Pat. Office 


Metal 


WEATHERSTRIP 


Take These Steps—*e "s 


—to Greater Profits a 


Fill in and send us the coupon below today. You'll never regret it. It will be a step 
to more business for you. Hundreds of dealers have done it, and are now doing a 

bigger weatherstrip business than ever before. The exclusive features of the Economy 

All Metai Weatherstrip have won the approval not only of home owners, but contractors 

and carpenters as well. It is the most logical weatherstrip for the hardware trade. 


ih 
Sales Features: y 


“Economy” can be quickly and easily installed by anyone. 
They are made of spring bronze, retain their tension and last 
the life of the building. Keep out dust, dirt, drafts, rain snow, 
street noises and eliminate rattling. Are packed in handy ih 
cartons containing equipment for one door or window, includ- » 


- . 
wont ames Boe. 
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ing instructions and nails. They are inexpensive. 


Dealer Features: 
The Handy Carton 


The handy carton simplifies handling for the dealer—eliminates 
measuring, cutting and wrapping. No waste ends or damage 
in stock. 
_ Packed in Cases 
“Economy” comes to the dealer packed in cases of 24 cartons. 
Easy to stock in small space. lh) 


Our Sales Plan 


We help you sell them with a well-organized sales plan, and 
furnish a miniature window model completely equipped with 
Economy, including attractive colored counter display, also 
advertising cuts and effective advertising literature. 


It costs you nothing to investigate. Mail the coupon 


now, and receive one of our window models together 
with samples of advertising literature and prices. A 
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H.A. 7-2- ‘ 
ECONOMY METAL WEATHERSTRIP CO. date 
2531 Homer Street, Chicago ; 1 
Send, without obligation at your expense, miniature Window §& iy 
Model, including window display with descriptive literature and & 
sales plan. Also give your trade discount. i... 
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SOUTHERN ZONE SHOOT 

(Over 72% of all shooters used the (P) brand) 
Southern Zone Championship— 

Won by Walton Hill, 199 x 200. 
Runner-up— 

Won by Capt. T. K. Lee, 197 tied. 
Class A Championsiip— 

Won by T. K. Lee, 197 x 200. 
Runner-up— 

Won by M. C. Tyler, 193 x 200. 
Ladies’ Zone Championship— 

Won by Mrs. _ P. Andrews, 177 x 200. 
Zone Team RKace— 

Won by a composed of Messrs. Lee, 

Moore, Shroeder, Tyler and J. J. Lee, 952 x 


1000, 

High Over All— 

Won by T. K. Lee, 394 x 400. 
Ladies’ High Average— 

Won by Mrs. W. P. Andrews, 356 x 400. 
Pro. High ‘Over All— 

Won by Walter Huff, 660 x 700. 
Pro. Preliminary Handicap— 

Ist. Walter Huff, 93 x 100. 

2nd. J. C. Morgan, 91 x 100. 


GEORGIA STATE SHOOT 
(56% of all shooters used the (FP) brand) 
State Championship— 
Won by H. D. Freeman, 199 x 200. 
Runner-up— 
H. N. Alford, 197 x 200. 
Handicap Championship— 
Won by H. N. Alford, 22 yds., 97 x 100. 
Runner-up— 
L. M. P Sheftal, 17 yds., who ties with 93 x 
100 and whe won shoot - off with 25 straight 
targets. 


RHODE ISLAND STATE SHOOT 
(A complete Peters cleanup. Over 70% of all 
shooters used the (P) brand) 

State Championship— 

Won by E. C. Griffith, 193 x 200. 
Runner- up— 

A. T. Sisson, 191 x 200. 
Handicap Championship— 

Won by W. A. Barstow, 21 yds., 93 x 100. 
Doubles Championship— 

Von by A. T. Sisson, 42 x 50. 
All Around Championship— 

Won by A. T. Sisson, 317 x 350. 


OHIO STATE SHOOT 
(More than twice as many shooters used the (P) 
brand than nearest competitor) 
State Championship— 
Won by Homer Hirth, who was tied with 
M. S. Hootman for first place but who won 
the championship in the shoot-off, breaking 39 
straight targets. 
Runner-uyjr 
H. H. Smith, 20 yds., 95 x 100. 
Handicap Championship— 
Won by R. G. Johnson, 19 yds., 95 x 100. 
Class A Championship— 
Won by M. S. Hootman, a x 200. 
Two, Man Team Race on Doubles— 
_ on by ~ S. Hootman a John Brandt. 


w on by M. S. Hootman, 98 x 100. 
Father and Son Team Race- 

First three high teams all used Peters shells, 
the winning team composed of A. W. Kirby 
and J. H. Kirby, breaking 373 x 400. 

Five Man County Team Race— 
Won by Miami County Team, Dr. L. A. Ruhl 
d V. Lorimer, both shooting Peters 
shells and breaking 193 x 200 targets. 
200—16 yd. Target— 
Won by M. S. Hootman, 196 x 200. 


OKLAHOMA STATE SHOOT 

Doubles Championship— 

Won by Wm. Lambert, 43 x 56 and 46 x 50 

in shoot-off. 

All Around Championship— 

Won by Wm. Lambert, 334 x 350. 
Pro. Doubles Champ ionship— 

Won by K. L. Eagan, 46 x 50. 
Pro. All Around Championship— 

Won by K. L. Eagan, 329 x 350. 
Pro. High on all Targets— 

Won by K. L. Eagan, 600 x 650. 


TENNESSEE STATE SHOOT 
(More shooters using the (FP) trand than all 
other brands put together) 

State Championship— 

Won by John Kries, 191 x 209. 
Runner-up— 

John Noel, tied 190 x 209. 
Doubles Championship— 

Won by John Noel, 42 x 50. 
High Over All— 

Won by John Noel, 560 x 600. 
Pro. Handicap— 

Won by J. T. Taylor, 93 x 100. 

NEBRASKA STATE SHOOT 

(Over 54% of all shooters used the (P) brand) 
Handicap “Champ! tionship 

Won by E. L. Rhoades, 21 yds., 96 « 100. 
Classification : 
Ist. Day— 

Users of Peters shells won all class champion- 


ships. 
2nd. Day— 
Two out of four championships. 
ord. Day— 
Two our of four champ ionships. 
Pro. State Champiorshi 


p 
Won by Loron Bunney, 194 x 209. 
Pro. Handicap— 
Won by Loron Bunney, °3 yds., 92 x 200. 








Peters Quality Is Winning Shoots and 
Friends from Coast to Coast 


—and it will win profitable business for you. 


All you have to do is stock the P line in the loads 
that are in demand and let the shooters around 
know about it by displaying and passing out 
Peters advertising matter, furnished free on re- 
quest to Peters jobbers, and then see how these 
sportsmen come into your store—not once but 
right through the season. Repeat orders due to 
Peters superior quality, and you are assured of 
satisfied customers regardless of what load is 
wanted or what game is shot. 


Note how Peters shells have been cleaning up 
the large important shoots. In smaller shoots 
all over the country the P brand is likewise 
cleaning house — winning more honors and 
friends every day. 


It will pay you in dollars and cents to have this 
superior line in stock when the season opens. 
National magazines’ advertising, consisting of 
over 16,000,000 messages, will tell shooters 
about Peters superior qualities and how they 
will improve shooting. 


Get in on the receiving end of this widespread 
publicity. Stock Peters in staple loads—let the 
shooters know you. have them—and they’ll do 
the rest. 


There is a Peters jobber nearby who will be 
glad to serve you. Write for free information. 


THE PETERS CARTRIDGE COMPANY 
CINCINNATI, OHIO 


NEW YORK SAN FRANCISCO 
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Every Neighborhood Has Its Penrod! 





Every neighborhood has its Penrod and every Penrod has its gang. 
Booth Tarkington’s boy hero has always and will always be a definite 
part of every community. ; 


To you this means an exceptional opportunity for the sale of Janes- | 
ville Ball Bearing Coasters. 


Among boys, as among men, there are born leaders whose leadership 
influences the actions of others. . 


. Sell these boys on the outstanding features of the Janesville Coaster 
—its speed, its strong, sturdy frame, its oversized rubber tires, its 
disc wheels and handy hand brake and you have an influence working 
for you that money cannot buy. 


Sell the Penrods and you sell the gangs. 


Your jobber has a stock and will assist you in filling yours 





JANESVILLE PRODUCTS COMPANY 


Janesville, Wisconsin | 
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A More Practical, More Economical 





Much of the popularity of the Ford Truck 
for hardware deliveries lies in the fact that 
it gives dependable day in and day out 
service. The rugged, durable construction 
enables it to operate with the minimum 
of time out, and when attention is required, 
Ford service is nearby and provides com- 
plete facilities to cover every need. 


Ford truck economy and dependability 
are held in high esteem in the hardware 
trade and records attest their growing 


popularity. 


For instance, you can find many such 


Truck For Your Deliveries 


cases as that of L. H. Kurtz & Co., Des 
Moines, Ia. This4irm is enthusiastic over 
the low per-mile delivery cost of the Ford, 
as the records show an average of $1.68 
per day for gasoline, oil, tires and repairs 
over a year’s time. 


You have the tried and proved perform- 
ance of the Ford truck as your guide in 
the purchase of delivery equipment. In 
addition, your local Authorized Ford dealer 
will gladly furnish you with cost data from 
other hardware and paint concerns show- 
ing the consistency of Ford economy. Ask 
him for this as well as a demonstration. 


Ford Gne Ton Chassis—*365—f. o. b. Detroit 


Sora 


- TRUCKS 


- TRACTORS 





JULY 13th to 18th IS FORD TRUCK DISPLAY WEEK | 


This week Authorized Ford Dealers e--erywhere throughout the United States will have on display and be pre- 
pared to give demonstrations of Ford Trucks with all types of Ford-built bodies. It is an exceptional opportunity 


to learn how Ford equipment can bring a new economy into your business. You are invited to take advantage of it. 
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SOLID COPPER 


STORE FRONTS 


Kawnee 





cr 


Home wares, cutlery, tools, builders’ hardware— 
there is not a line in a modern hardware store 

that does not quickly show increased turn-over 
when properly displayed. Thousands of hard- 
ware dealers are now paying their rent from 
the extra sales pulled in from the displays in 
their modern Kawneer Store Fronts. 










If you plan to build or remodel your store 
you will want a copy of our new Book 
of Designs of Kawneer Store Fronts for 
Hardware Stores. 





THE 
KAWNEER 
COMPANY 
1817 Front Street 
NILES, MICHIGAN 


Please send me one of your 
new Books of Designs of Kaw- 
neer Store Fronts for Hardware 
Stores. 
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REWERE 


TYPE CORDS 





REWERE 
HEAVY SERVICE 
CORDS 


BALLOON and BALLOON.- 


1790 Broadway 


HARDWARE AGE 


Revere Tires 


offer to the Hardware Trade 
the Profitable Benefits of | 


Exceptionally Economical 


Distribution 


HE advantage which the Revere 

Tire dealer enjoys in the tire 
business today has notbeen achieved 
over night. 


The building of Revere’s great sys- 
tem of economical distribution is the 
product of years of careful plan- 
ning, foresight and good judgment. 


Revere Tires and Tubes are dis- 
tributed through leading hardware 
jobbers in every part of the country 
—jobbers who themselves have es- 
tablished a high standard of efh- 


ciency in merchandising. 


The Revere dealer gets the bene- 
fit of this low-cost distribution. 


He is able to compare prices with 
any in effect at any time and realize 
how favorable his own position is. 


No matter what the tire needs of 
his customers may be, there is a 
Revere Tire and Tube to meet it and 
at a price which is attractive. 


Unquestionable Revere quality in 
every tire—a big factor in increas- 
ing the Revere dealer’s business. 


There is a Revere Jobber near 
you. If you don’t know how to 
reach him, write us for his address. 


REVERE RUBBER COMPANY 


New York City 
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REVERE 
CORDS 
(FULL PRESSURE) 


REVERE 
“R” TREAD 
CLINCL‘*ER CORDS 
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wi 2 win TRADE FLATPakil 


REGISTERS FORMS 









Two 
Absolutely 
New Principles in 
Autographic Registers 





LOADING 


2. Refolded Checking Strip 


A refolded checking strip is auto- 


1. Flatpakit Forms 


Only one Flatpakit- is required for a 





load in the Wiz Register, instead of a 
number of rolls as in old fashioned reg- 
isters. One Flatpakit contains as many 


forms as you desire, all printed to order— 
half a minute to load. 


Only Flatpakit forms always lie flat - 
and file flat. 


Wiz issues or files as many copies as are 
desired. 


Write to us today. 


matically filed in the locked front com- 
partment—a complete record of all that 
was written on the original. By unlock- 
ing the register, this may be referred to 
instantly. At the end of the day, this zig- 
zag strip in numerical page sequence is an 
ideal file for reference; posting, checking 
and auditing. It is a file complete in it- 
self, requiring no sorting or binding. 


Use the coupon below. 








REG v.S. PAT. OFF 


American Sales Book Company, Ld. 


Dept. 7257, Elmira, New York 


Please give me more complete information about Wiz Registers. 
Its use in the cases checked below interests me particularly. 


Product 1 Simple Delivery Records 





@ A.S.B. Co. 


Amsaboco Products, of which the Wiz 
Register is but ome, are made by 
American Sales Book Co., Ld., by far 
the largest manufacturers in the country 
of sales check books, autographic regis- 
ters and other profit saving devices. 
They have many trained veteran repre- 
sentatives throughout the country ready 





[] Cash Sales 
C) Credit Sales 
C] Quick Collections 

C) Combining Two Ideas in One Set of Forms 
[] A Receiving System that Really Works 

[] System for 


(Pin to your letterhead and mail) 





to help you solve your problems. 














Shaler ?’’ 


Tourists will spend 
two and a half billion 
dollars this year 


Nearly ten million motorists 
will hit the trail this year. 
The.American Automobile 
Association says that they 
will leave no less than two 
and a half billion in their 
wake. 


How C.W. Joseph 
Sells Tourists 


‘T handlea great many tourists 
during the season, and I always 
ask them if they have plenty of 
patches for their Shaler Vulcan- 
izers. If they haven’t either 
patches or vulcanizer I find it 
very easy to makeasale. If they 
already have the vulcanizer, in- 
variably their supply of patches 
is low. I also find that for each 
vulcanizer sold my repeat busi- 
ness on Shaler patches runs 
about seven to one.’’ 
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Ask Every Motorist— @ 


“Got Plenty of Patches for Your 






Ss 


ls Good Salesmanship! 


When a motorist comesin to buy a spark plug 
—a tire—or while you are filling his tank with 
gasoline—ask him if he has plenty of patches for 
his Shaler Vulcanizer. He will in all probability 
need a supply of patches and will appreciate the 
reminder. Or if he is one of the few who has 
no Shaler he will tell you so and give you an 
easy opportunity to make a sale. 


It’s an easy question to ask and it brings a sale 
almost every time. 


Our Attractive Window Display Tells 
’em You Sell ’em. Ask your jobber’s 
salesman or write for it direct. 


C. A. SHALER CO., 1503 Fourth Street, Waupun, Wis. 
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Watch.for ous,Ads in The Saturday. Evening Post 
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Three Good Sellers a Price $1.00 Each 
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Empress Auto Ash Trays 


Every autoist who smokes wants one. This Dealer’s 
Counter Display in three striking colors gets instant 
attention and makes sale after sale. It contains ten 
Empress Trays each packed in an individual box 
which match the larger display case. Screws are 
furnished for attaching each ash tray to car. 





The ash trays are pressed from heavy sheet brass 
and finished in heavy, durable nickel plate. D 9 
ealer’s 


They retail at $1.00 each and return a good profit. C . 
ounter Display 


LIST PRICE COMPLETE (10 trays) $10.00. 








Empress Valve Grinding Tools 


Here’s another Counter Display that does the busi- 
ness. It holds 12 Empress Valve Grinding Tools. 
These tools may be used with an ordinary bit brace 
and the jaws can be adjusted to fit any head. They 
are ready sellers at 50 cents each. Good profit. 


LIST PRICE COMPLETE (12 tools) $6.00. 


AMADUT 
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Empress Grease Cups 
and Oil Cups 


This is one of three assortment displays which have 
proved “real salesmen” in selling Empress Grease 
and Oil Cups. 


Case No. 11 shown contains 80 grease cups. Case 
No. 10 contains 48 grease cups and 48 oil cups. 


Case No. 12 contains 168 grease cups. 


Write for Discounts on Complete Line. 











BOWEN PRODUCTS CORPORATION 
AUBURN, NEW YORK : 





Branches 
NEW YORK, 220 Broadway CHICAGO, 2110 Michigan Ave. 
DETROIT, 2760 W. Warren Ave. CLEVELAND, 7113 Euclid Ave. 
KANSAS CITY, 2005 East 15th St. MINNEAPOLIS, 983 17th Ave. - 
BOSTON, 161 Massachusetts Ave. SAN FRANCISCO, Monadnock Bldg. Display Case No. Il 
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=~ 6s No. “Ten-Ten” 
Garage Door Hangers Y 





and Watershed Track 


Builders, architects and owners the country over know 
the unfailing satisfaction that comes with the use of 
Allith No. ‘““Ten-Ten’’ Hangers and Watershed Track for 
single and parallel straight sliding doors. Simplicity of 
erection, ease of operation and the high quality are im- 
mediately recognized—this accounts for the ““Ten-Ten” 
hanger’'s popularity. 

Doors equipped with this type of hanger are always in 
alignment—always on the track. The watershed track 
is accurately designed so as to provide absolute protec- 
tion against birds, snow, rain and dust. 


Allith ‘““Ten-Ten,’’ while on the market for years, has 
been improved from time to time. Likewise is this true 
with our entire line. Let us tell you more about A-P 
products. 


ALLITH-PROUTY COMPANY, Danville, IIL. 


MANUFACTURERS OF 
Door Hangers Rolling Ladders Overhead Carriers 
Fire Door Hardware Garage Door Hardware Spring Hinges 
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Representative Jobbers Distribute A-P Hardware 


“THE SIGN OF QUALITY” 
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: Hinges you are complet- 
— § > inga sale already well begun 
: B ie “in your customer’s mind by 
igs McKinney advertising. Such 
sales are easier, quicker and 
assure additional future 


business. 





McKINNEY MANUFACTURING COMPANY 
PITTSBURGH PENNSYLVANIA 
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EARLY 150 years ago, a handful of courageous Colonial delegates con- 
vened at Independence Hall in Philadelphia to accept and sign that his- 
torical document, the Declaration of Independence. 

Last week the National Retail Hardware Association, working under 
a declaration of principles, known as the Hardware Retailer’s Ethical 

Code, convened within a few squares of the famous Independence Hall, and two 

hundred or more hardware delegates, dedicated “The Hardware Retailer’s 

Obligation,” sought betterment in hardware distribution methods, and closer re- 

lations between other trade factors. | 


It is very fitting that they should have met in this historical location. The 
first convention sought an expression of liberty through the Declaration of In- 
dependence—but which was in reality a code of interdependence, of cooperation 
and of ideals, for liberty and progress cannot exist without an individual sense 
of responsibility to a common cause. In the Philadelphia Congress just closed, 
numerous resolutions, all based on this same sense of individual responsibility 
and looking to the betterment of trade conditions, reflect in a very real sense the 
high ideals and spirit of progress that motivated those first delegates. 











a9 








60 





HARDWARE AGE July 2, 1925 











Convention Facts in Brief 


WHO MET ........ tion, in its Twenty-Sixth Annual Con- 
gress. 


The National Retail Hardware Associa- 


See June 22-26, 1925. 
2 re Hotel Benjamin Franklin, Philadelphia, 
Pa. 


1—Election of R. W. Hatcher, Milledge- 
ville, Ga., as president to succeed 
George M. Gray, Coshocton, Ohio, re- 
tiring president. Selection of Hobart | 
R. Beatty, Clinton, [ll., as vice-presi- 
dent and the election of Hugh F. 
McKnight, Pittsburgh, as the new 
director. 


2—General participation in all discussion 
by manufacturers, jobbers and re- 


tailers. 
3—Participation of H. G. Moore, presi- 
CONVENTION dent American Hardware Manufac- 
HIGHLIGHTS turers Association and John Townley, 


president, National Hardware Asso- 
ciation. Attendance also of Fred D. 
Mitchell, and T. James Fernley, sec- 
retaries of these respective organiza- 
tions. 

4—-Active general interest in discussions 
which followed scheduled talks. 


5—Unanimous approval to a resolution 
condemning the partial payment paint 
plan as economically unsound. 

The theme of the congress was “The Re- 

tailers’ Obligation.” 
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George M. Gray, Co- 
shocton, Ohio, retiring 
president of the N. R. 
H. A. Mr. Gray was 
vice-president in 1924 
and served the previous 
ten years as a member 
of the board of di- 
rectors. He is now a 
member of the national 
advisory board. Mr. 
Gray is a past president 
of the Ohio Hardware 
Association and is sec- 
retary of the Ohio 
Hardware Mutual In- 
surance Co. 





























Herbert P. Sheets 


Secretary-Treasurer 


R. W. Hatcher, Mill- 
edgeville, Ga., newly 
elected president of the 
N. RR. -H. A. Mr. 
Hatcher was chosen a 
member of the board 
of directors in 1919. 
Last year at San Fran- 
cisco he was elected 
vice-president. He _ is 
also a past president 
of both the Georgia 
Retail Hardware Asso- 
ciation and of the 
Southeastern Retail 
Hardware & Implement 
Association. 
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National Congress at Philadelphia 


66 HERE there is no vision the people perish,” said George M. 
Gray, Coshocton, Ohio, in opening his address as President 
of the National Retail Hardware Association. The National 

President made this quotation from the writings of King Solomon. 

Mr. Gray told how Solomon had before him the history of Joseph 

who was sold by his brothers into captivity. Solomon recognized that 

Joseph had vision and was destined to be the leader of a great nation. 

The speaker cited other events of ancient history which portrayed 

the result of vision in the politics of those days and said there must 

be a vision in business else business too will perish. Mr. Gray con- 
tinued in part: 


cess depends upon the measure with 
which we conform to the laws of State 
and nation, and, particularly, that the 
Golden Rule spirit should govern all our 
actions, we are impressed with the 
value of ethical codes. In the eary his- 
tory of the world, there was no ethical 
code for the regulation of human life 
and conduct. But with the giving of 
the Ten Commandments upon Mt. 
Sinai, this was changed. 


The Hardware Man’s Code 


“The program of this Congress is 
largely built around the Hardware Re- 
tailers’ Ethical Code. This statement 
of principles was adopted by hardware 
retailers at their Richmond Congress 
two years ago, as a guide to proper 
business practices. It outlines the obli- 
gations of the retailer to his customers; 
to those from whom he buys; to other 
merchants; to his community, and to 
himself. 

“Manufacturers and wholesalers are 
invited to our meeting to hear and take 
part in the discussion of common trade 
problems. Rarely is there a violation 
of a trade practice but that there are 
two sides to the story, so we are happy 
in the assurance that we should have 
with us a goodly number of representa- 
tives of hardware manufacturing and 
wholesale houses, to give of their wis- 
dom and experience, and perhaps to 
partake a little of ours. We want an 


“Columbus stands out among the bea- 
con lights of history as a man of vision, 
dominated by a definite purpose. 

“Franklin, who walked the streets of 
this city, had a vision and gave the 
world electricity. Franklin, with his 
vision, was a great benefactor of man- 
kind. 

“We meet here tonight to celebrate 
the twenty-fifth anniversary of The 
National Retail Hardware Association. 
It is peculiarly fitting that we should 
convene in the city of Philadelphia, for, 
in the very shadows of Independence 
Hall were founded industries which 
have grown until their products are 
household words, not only in America 
but throughout the world; not alone in 
the hardware field, but in practically 
every form of endeavor. Truly, Phila- 
delphia has been more than the cradle 
of American Independence—it is the 
cradle of American Industry, the 
‘Workshop of the World,’ and this at- 
mosphere of manufacturing activity 
makes appropriate setting for the con- 
vention of The National Retail Hard- 
ware Association. 

Why are we here tonight? It is be- 
cause M. L. Corey, a small retailer in a 
little Indiana town, visualized the 
united forces of the retail hardware 
men of America. He saw the need of 
a national association and pointed the 
way to its organization. 

“Having in mind that permanent suc- 
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There Must Be Vision in Business 
Says President George M. Gray 


Where There Is No Vision the People Perish, Mr. Gray Tells 


active discussion of every subject pre- 
sented. 


The Retailer’s Obligations 


“The retailer must understand that 
his customers are his employers and 
have a right to expect as good service 
as they can get elsewhere, and at no 
higher cost. He must understand his 
competition and realize that his only 
claim to remuneration is based upon 
well rendered service. He must ap- 
preciate the part played by attractively 
arranged, cleanly kept and inviting 
stores, and the importance of having 
well trained and courteous salesmen. 

“Necessary knowledge of merchan- 
dise in relation to the needs of the 
community can only be had through 
careful survey to discover changing 
consumer demands and habits, and by 
constant study of market offerings. 

“The retailer must determine what 
is reasonable service and when service 
demands become excessive and add un- 
necessarily to distribution costs. 

“Too many retailers are self-satisfied 
and object to being shaken out of the 
ruts into which they have fallen 
through doing certain things a certain 
way year after year. Our Annual Cost 
of Doing Business Survey shows that 
only about 50 per cent of hardware 
retailers make money. The others need 
to be aroused and their feet placed on 
the solid ground of proper business 
practices. 

“Competitive problems of the hard- 
ware retailer are becoming increas- 
ingly serious. No longer is competition 
restricted to a neighboring hardware 
store and mail order houses. Today the 
chain and variety stores, department 
stores, grocers, druggists, cigar stands, 
direct- ‘from-factory canvassers, general 
stores, electrical stores, central sta- 
tions, etc., are all bidding for the hard- 
ware man’s business and inroads are 
being made upon hardware sales. Only 
those dealers who exercise initiative in 
stocking and promoting new lines to 
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George Brown, Punxsutawney, Pa., and William F. Powell, Clearfield, Pa.; L. 


John B. Foley, Syracuse, N. Y., secretary, New York State Retail Hardware 








C. Abbott, Marshailtown, Iowa: 


Snapped at the Philadelphia Convention 


Krom left to right: Albert Bojens, Atlantic, lowa, and Clarence Knutson, Clear Lake, Iowa; T. V. Stevens, Oneonta, N. Y.: 
A. H. Grafenstadt, Brooklyn, president, Brooklyn Retail Hardware Association: H. P. Aikman, Caze enovia, N. Y. and Seymour 
Sears, Tucker Co., A. R. Craig, Charlotte, N. C., and E. H. Everett, Spartanburg, S. C.: Michigan delegation; Marvin 
Graham, Fordyce, Ark., president, Arkansas Retail Hardware Association; W. C. Fuller, Mansfield. Mass.: Mrs. Fuller : Mrs. 
A. ©. Lamson, Miss Marion Lamson, both of Marlborough, Mass.; Mrs. D. Fletcher Barber and Mr. Barber, Newton, Mass. ; 
Mrs. J. H. Williams, Bedford, Mass., and Mr. Williams; J. S. Rhein, Alliance, Neb., president, Nebraska Association, and 
Gearge H. Dietz, Lincoln, Neb., secretary, Nebraska Association; A. R. Sale, Mason City, Iowa, A. J. Hoffman, Murray, 
lowa; W. B. Martin, Mansfield, Ohio, vice-president, Ohio Hardware Association; James B. Carson, Dayton, secretary, Ohio 
Hardware Ass'n; Miss Edna Sheets and Miss Dorothy Sheets, Indianapolis; John A. Ditz, Clarion, Pa., president, 


B. Frank Antrim. 


Camden, N. J., past preside nt, P. A. S. H. A., Geo. C. Brown and Hugh F. McKnight, P ittsburgh, Pa. veorge W. Schroeder, Eau Claire 
Wis., director, N. R. H. A.: H. J. Horton, H. L. Brown Fence Mfgzg. Co.: J. R. Sower, Frankfort, AP Re Stone, secretary, 
Louisville, Ky., and Frank A. Met ‘ormack, Winchester, Ky.: A. C. Albrecht, North Bros. Mfg. Co.; Liew S. Soule, editor, 
HARDWAGE AGE; Herman Dignan, Owosso, Mich.: Warren Slack, Bad Axe, Mich.; Sharon E. Jones, secretary, P. A. S. ; 

T. W. Stevens, Oneonta, N. Y., and B. Frank Antrim, Camden, N. J.;: H. L. Boyd, Los Angeles, Cal., secretary, Southern Cali- 
fornia Hardware Association, and G. F. Sheely, Indianapolis, Ind., secretary, Indiana Retail Hardware Association: W. Glenn 
Pearce, field secretary, P. A. S. H. A., and Harry DD. Kaiser, preside nt, Philadelphia Retail Hardware Association; Mrs. H. 
Carroll, Mrs. George M. Gr ay, Coshocton, Ohio: Theodore Romaine, Hackensack, J., and family; Miss Margaret Foley and 


‘Association. 
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offset shrinking sales in their regular 
departments are able to maintain sales 
volume. 


The Small Order Problem 


“The small order problem has re- 
cently been added to the many others 
of the hardware industry and is said 
to be adding heavily to the cost of 
distribution. This situation seems 
serious enough to demand the attention 
of the trade at this time. We learn that 
manufacturers say wholesalers, in 
their desire for more frequent stock 
turn and in order to keep down invest- 
ment, are ordering very frequently in 
retail quantities or less. Wholesalers 
say that retailers, for like reasons, are 
se nding in ever increasing numbers of 
single item orders on which they want 
prompt delivery. Both classes of 
shippers assert that the cost of han- 
dling such small shipments not only 
absorbs all margin but often exceeds 
the invoice of the merchandise itself. 

“Lack of stock control and careless 
buying; buying from too many sellers, 
fear of being caught with heavy stocks 
in periods of declining prices, and will- 
ingness to order for customers any 
item not carried in stock are other 
reasons which are said to have caused 
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portant qualities for a successful life 


is unimpeachable integrity. Who can 
measure its value or who would ex- 
change it for gold? It is more precious 
than fine metals. 

“A man of integrity always places 
orders in good faith. He will not in 
any circumstance order beyond an- 
ticipated needs in the expectation of 
cancelling, or give an order for im- 
mediate convenience without intention 
of actually owning the goods. Nor will 
he refuse to accept goods ordered by 
himself and shipped in good faith. 

“Wholesalers say that retailers re- 
turn merchandise without good reason 
2nd make claims not justified by fair 
business practices. In defense, retailers 
insist that sellers too often use insuf- 
ficient care in handling and filling 
orders. The buyer rightfully expects 
what he wants without unnecessary 
delay and the seller has a right to 
expect full performance of the buyer’s 
obligation. Always the party responsi- 
ble for an error should pay the result- 
ing cost. If the retailer makes a 
mistake in giving his order he should 
assume the cost of putting the goods 
back in the warehouse. If the seller 
ships the wrong goods he should pay 
for transportation both ways. 
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will come back. Overselling of any 
merchandise must result in decreased 
sales at some future period, buying 
capacity is not increased by _ the 
stimulus of installment selling; indeed, 
it is lessened. Do we as retailers, 
whose profit during the past three or 
four years has been less than 3 
per cent, want to enter into a scheme 
whereby the consumer is induced to 
spend a portion of his funds for credit 
at excessive cost? If the promoters of 
this plan really believe that it is funda- 
mentally sound, let them so prove by 
creditable evidence and convincing 
argument. But I submit that they 
should not by part truths and specious 
reasoning try to mislead retailers and 
consumers who may lack information 
or be less able to appraise such proposi- 
tions. 

“Proper boosting of merchandise 
sales has its place and its uses, but too 
often the ‘booster’ only boosts expense 
and the cost of living. The retailer 
to be ‘the biggest’ might well substitute 
the wish to be ‘the best,’ which is 
often quite different. Some one has 
said the slogan ‘watch us grow,’ had 
its day, and ‘how we grow’ is of more 
importance. An individual should 
plan intelligently, live within his 








John A. Ditz and S. Horace Disston Welcome 
Retailers to Philadelphia 


HE Twenty-Sixth Annual Congress of the National Retail Hardware Association 


held at the Benjamin Franklin Hotel, 


Philadelphia, June 22 to 26, was wel- 


comed to that city by John A. Ditz, Clarion, Pa., P. A. S. H. A. president, and S. 
Horace Disston, Philadelphia, Pa., vice president, Henry Disston & Sons, Inc., and presi- 
dent of the Hardware Merchants’ and Manufacturers’ Association of Philadelphia. 

The convention opened with singing by B. Christianson, field secretary, Wisconsin 


Retail Hardware Association. 


The invocation was delivered by William Moore, Detroit, 


Mich., treasurer of the Michigan Retail Hardware Association. 

Following the annual address by President George M. Gray, Dr. Edward S. Cattell, 
former city statistician, Philadelphia, Pa., gave a talk entitled “Our Heritage,” at the 
close of which he predicted that next year would be the greatest era of buying we had 


ever seen. 


Secretary-Treasurer Herbert P. Sheets conducted the roll-call of the various state 


delegations. 


sang a song boosting that fair state. 


The Michigan delegation gave its organization yell and the Minnesota group 








an increase in the number of small 
orders placed by retailers. 

“On the other hand, retailers say 
that national advertising has educated 
people to want items too numerous for 
any dealer to profitably stock; that 
original packages are often too large 
for dealers to handle economically in 
the present competitive situation; that 
wholesalers and manufacturers both 
encourage small orders; that whole- 
salers’ stocks are incomplete, necessi- 
tating back ordering for direct ship- 
ment, and that traveling salesmen pro- 
mote small orders by selling outside 
the trade when regular retailers do 
not buy. 


The Ethics of Buying 
“Application of the Golden Rule to 
buying will smooth the road for buyer 


and seller. 
“In my opinion, one of the most im- 


“A retailer should not return goods 
without permission from the shipper, 
and then only in accord with a mutual 
understanding. Deductions from an 
invoice should never be made to com- 
pensate for damage to or loss of 
merchandise in transit for which the 
shipper is not responsible. Before 
reporting a shortage the _ retailer 
should carefully check goods against 
order to be sure. 


Installment Selling 


“Retail hardware men all over the 
country have been presented with vari- 
ous unworthy propositions, but one now 
confronting is the most unworthy and 
harmful to our craft. I refer to the 
Painting Installment Plan. 

“An outstanding argument of its 
promoters is that it will produce a 
larger volume of sales. A body of 
water can be pushed up so far, but it 


means, and look ahead to the future. 
To buy luxuries not needed at an in- 
terest cost of 20 per cent to 25 per 
cent (with the installment collector 
dogging his heels) is uneconomical and 
unintelligent. 


Trade 


“With the view of bringing a closer 
and more united study of common 
trade problems, our congress at San 
Francisco a year ago passed a resolu- 
tion suggesting that manufacturers and 
wholesalers consider with us the wis- 
dom of forming a hardware council of 
representatives of the three branches 
of the trade. 

“The results of the efforts put forth 
during the past year pursuant to this 
resolution will, I believe, help  ulti- 
mately to solve many of the perplexing 
problems of distribution. 


Relations 
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National Congress Passes Reso- 
lutions Covering Many Points 


HE resolutions passed by the twenty-sixth annual congress of 


the National Retail Hardware Association, June 25, 


included 


recommendations to Congress concerning taxation and the world 
court as well as several suggestions for the betterment of hardware 


retailing. 


The gist of these resolutions is as follows: 


1—Satisfaction was expressed with 
present progress in the correction of 
arithmetic text books, which tend to 
misconstrue margin as profit. 


2—Hope was expressed that the Na- 
tional Retail Council would continue its 
activities. 

3—Support was pledged to the Hard- 
ware Council. 

4—Indorsement was given the prin- 
ciples of business as adopted by the 
United States Chamber of Commerce, 
in Cleveland, May 8, 1924. 

5—Further simplification was urged. 

6—Approval was given the Rubber 
Association of America for its efforts 
in securing general adoption of 5/8 in. 
garden hose as the standard size. 

7—Congress will be urged to study 
carefully anti-trust laws with a view 
of revising any statutes whieh are 
found to be restrictive to business, and 
not in the interest of the public. 


8—Congress will be urged to pro- 
vide the means of permitting the 
United States to adhere to the per- 
manent World Court on the conditions 
laid down by President Calvin Coolidge 
and former Secretary of State Charles 
Evans Hughes. 

9—Congress will be urged to recom- 
mend a reduction in present corpora- 
tion income tax rates. 

10—To solve the small goods prob- 
lem the convention urged a concentra- 
tion of lines and a more careful antici- 
pation of needs by retailers; a more 
careful selection of accounts by manu- 
facturers and jobbers; a rigid adher- 
ence of trade lines and restriction of 
territory by jobbers; simplification of 
products and a reduction of packages 
quantities on the part of the manufac- 
turer. 

11—Members will be urged to study 
more closely the Hardware Retailer’s 
Ethical Code. 





12—It was agreed that inability to 
take cash discounts should be regarded 
as an indication that capital is not be- 
ing used efficiently and remedies should 
be sought to correct this situation. Cap- 
ital should not be permitted to remain 
idle. 

13—Where returns are necessary the 
party at fault should vay all costs of 
transportation. 

14—The retailer should determine 
his requirements intelligently, always 
mindful of his community needs. Profits 
lie in the early sale of all goods and 
- in the indefinite keeping of them. 

15—By analyzing advantages and 
disadvantages of chain stores, their 
competition can be eombatted more in- 
telligently. . 

16—Retailer should practice the Gol- 
den Rule in frade relations. 

The resolution opposing the partial 
payment paint plan was submitted and 
approved at an earlier session. There 
were suitable resolutions passed thank- 
ing the hotel, speakers, officers, various 
committees and others who _ helped 
make the convention a success. 

J. Charles Ross, Kalamazoo, Mich., 
director of the N. R. H. A., was chair- 
man of the resolutions committee. 


Sound Business Policies Should Guide 
Retailers, Says R. J. Atkinson 


PPLYING what was termed “a measuring stick” for sound busi- 
A ness policies, R. J. Atkinson, Brooklyn, N. Y., director of the 
N. R. H. A. and past president of the New York State associa- 

tion, outlined some of the highlights which come under this heading. 
He commented also on the present day competition faced by the hard- 
ware merchant, including mention of the “Glorified Peddler,” and 
the lumber yard, five and ten-cent store, drug store and grocery store, 
all of which in some sections make inroads on legitimate hardware 
lines. The speaker also spoke on the importance of intelligent financ- 
ing from a practical retailer’s standpoint. In his application of the 
measuring stick for sound business policies Mr. Atkinson said in 





part: 


“Hardware retailers should be guided 
by sound business policies, sell depend- 
able merchandise, seek patronage in a 
business-like way and upon a business- 
like basis, advertise helpfully and sell 
intelligently, give the service to which 
the consumer is entitled, and otherwise 
maintain high standards of business 
practice. 

“He should avoid excesses of every 
kind, whether unnecessary service or 
other act tending to increase operat- 
ing costs and selling prices, or of seek- 
ing advantages at the expense of his 
fellow merchants or otherwise. 

“He is a servant of his community, 
and should continually keep the best 


interests of his customers in mind, and 
shape his policies to serve those inter- 
ests. 

“He should recognize the economic 
place of retailers of other commodities 
in his community and patronize them 
instead of trying to buy their goods 
through wholesale channels, expecting 
that they in turn will patronize him 
for their hardware needs. 

“On the other hand, the dealer or 
distributor should be entitled to some 
consideration by the manufacturer 
and wholesaler. 

“Service that bears an unreasonable 
proportion to the cost of marketing 
goods should be eliminated. 


“Selling policies that need the coop- 
eration of the distributor should be 





R. J. Atkinson 


before being 
attitude of 
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carefully analyzed 
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into effect, and the 





(Continued on page 95) 
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Special Train for Western Hardware 
Dideoaten Attending Philadelphia 


Convention 


Convention who left Chicago for Philadelphia on the Pennsylvania specia! 


r | YHE delegates and visitors to the National Retail Hardware Association 


train June 


2lst enjoyed a most pleasant trip. 
Kxactly one hundred people made the journey. 


Retailers, manufacturers, 


association officials and others attending the convention from the West and 
Middle West welcomed each other, made new acquaintances and renewed old 


friendships in the rotunda of the handsome new 


morning. 

The Pennsylvania Railroad Company 
provided a duplicate of the famous 
Broadway Limited for its passengers, 
and J. A. Oliver, the passenger repre- 
sentative, who had charge of the train, 
saw that every convenience and com- 
fort was provided for his guests. 

The train consisted of sleepers, club, 
dining and observation cars. Special 
meals were provided during the entire 
trip and certainly the railroad officials 
are to be commended for the very fine 
way in which they catered to the appe- 
tites of the passengers. There was 
plenty of room for everybody and the 
entire trip was very much like an old- 
time family gathering. 

The famous Pullman Quartet, well 
known to radio fans, also made the trip. 
Several times a day they entertained 
and amused the passengers with their 
songs. T. A. Carroll, advertising man- 
ager of E. C. Atkins & Company, 
brought afong Charles Schemmel, one 
of the Atkins’ special hand saw sales- 
men. Mr. Schemmel not only conducted 
the passengers either to the club car 
or the observation car, leading them 
with his violin much as the “Pied 
Piper,” but he rendered many favorite 
selections on the hand saw. He also 
selections on the hand saw. 

The Special arrived in Philadelphia 
in ample time to afford the delegates 
opportunity to visit the many historic 


The 
Hardware 
Unlimited 

Convention 
Bound 


Union Station on Sunday 








A 


points of interest in and about Phila- 
delphia, and to take full advantage of 
the attractive program which had been 
prepared for their entertainment while 
in the Quaker City. Arrangements for 
the entertainment of delegates was un- 
usually complete, and included many 
social and sightseeing events, all of 
which were taken advantage of by those 
attending. 


New Zealand Represented 
at National Congress 


ARTHUR HOPWOOD and Mrs. Hop- 
- wood, from Palmerton North, 

New Zealand, visiting this coun- 
try on business, took tne opportunity 
to attend the National Congress in 
Philadelphia. Mr. Hopwood is_ the 
managing director of the Arthur Hop- 
wood Hardware Co., Ltd., of Palmer- 
ton North. He was given a very cor- 
dial ovation when President George M. 
Gray accorded him the freedom of the 
floor at the closing session. Mr. Hop- 
wood expressed his great interest in 
the congress and in the American 
hardware industry. 





National Congress Registration 


Approximately 450 


A. J. Hoffman, Murray, Iowa, was 
sergeant-at-arms. J. Charles’. Ross, 
Kalamazoo, Mich., director of the 
N. R. H. A., was chairman of the reso- 
lutions committee. Matthias Ludlow, 
Newark, N. J., past president of the 
national, was chairman of the nomina- 
tion committee. The place of meeting 


PROXIMATELY 450 delegates, guests and ladies registered for the twenty- 
sixth annual congress of the National Retail Hardware Association held 
June 22 to 26 at the Benjamin Franklin Hotel, Philadelphia. Sessions were 

opened promptly in the ballroom, which was conveniently located on the mezza- 

nine fioor not far from the registration office. 





comm:ttee was under the chairman- 
ship of Hobart R. Beatty, Clinton, IIl., 
newly elected vice-president. 

Frank A. Hegner, president, Pitts- 
burgh Retail Hardware Association, 
was secretary of the Resolutions Com- 
mittee. 
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Delegates Visit Valley Forge and 
Other Historic Spots 


ELEGATES and guests at the Philadelphia hardware congress 
1) visited Valley Forge in motor busses on Friday as the wind up 
of a pleasant round of social features put on in between sessions 

for the entire convention and during the meetings for the ladies. 
On Tuesday there was a card party in the Betsy Ross Room of 
the Benjamin Franklin Hotel as an afternoon affair and in the eve- 
ning delegates and ladies attended an informal garden party in the 
hotel ballroom which was decked out as a summer garden. There was 
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ing of Chairman James S. Bonbright, 
with Charles M. Ghriskey, Alfred Bar- 
nett, Charles J. Griffith, Joseph Hottel, 








vaudeville, dancing and refreshments to liven up the evening. 


The ladies visited the Wanamaker | 


store, attended an organ recital and a 
luncheon on Wednesday morning. Fol- 
lowing this was a theatre party and in 
the evening an informal dance in the 
ballroom. 

Thursday afternoon the ladies were 
taken in motor busses through the city 
parks and to various historic points. 
That evening delegates and ladies par- 
ticipated in a boat ride along the Dela- 
ware River. As the boat passed the 
plant of Henry Disston & Sons, Inc., 
the visitors were entertained with a 
spectacular display of fireworks pro- 
vided by that company. 

Those who arrived on Monday were 
taken to the Disston plant for a fac- 
tory tour. A large delegation took ad- 
vantage of this opportunity. 

In all the social events the delegates 
and ladies were guests of the Hard- 
ware Merchants and Manufacturers’ 
Association. 

The reception and registration: com- 
mittee consisted of S. Horace Diss- 





ton, Henry Disston & Sons, Inc.; P. F. 











| Hord, Winchester-Simmons Co.; W. B. 


Munroe, Supplee-Biddle Hardware Co.; 
James S. Bonbright, Pennsylvania Lawn 
Mower Co., and E. C. Griswold, Corbin 
Cabinet Lock Co. 


Those in charge of the ladies’ enter- 
tainment were Joseph McCaffrey, chair- 
man; Paul A. Griffith, Edward S. Jack- 
son, Robert J. Maharg, H. L. Hancock, 
A. B. Wainwright and George E. Saul. 


The Tuesday evening garden party 
was guided by William George Steltz, 
chairman, assisted by E. C. Griswold; 
Edward E. Chandlee, W. B. Miles, 
Henry Rose, George W. Eckhardt and 
W. H. Roberts, Jr. 

P. H. Ford was chairman of the 
group taking care of the Wednesday 
evening dance. He was aided by M. H. 
Fussell, Jr., J. M. Williams, W. T. Con- 
verse, S. F. Courter, J. D. Brainard, 
A. Taylor, Lothrop Jackson, John S. 
North and W. E. Dowler. 

The Delaware River trip was _ in 
charge of a special committee consist- 








S. S. Eldredge, W. D. Jameson and 
| Charles H. Culin. 

The finance committee consisted of 
Chairman W. B. Munroe, with S. 
| Horace Disston, E. C. Griswold, Charles 
Z. Tryon, James S. Bonbright and 
Francis J. Braun. 

Charles W. Asbury was chairman of 
the publicity committee, aided by Don- 
ovan & Armstrong. 


—_—_ 


Jobber Compelled to 
Retail, Says S. Sears 


66 FTENTIMES the jobbers are 
() compelled to sell at retail,” 
Seymour Sears, Tucker Co., 
New York City, told the national con- 
gress at the close of the small goods 
discussion Wednesday morning. Mr. 
Sear continued, “My firm is a jobbing 
house. A mechanic comes in, wants a 
special size tap, die or some unusual 
tool. We learn he is not a dealer and 
say we cannot sell to a consumer. The 
man tells us he has been all over the 
town and finds it impossible to obtain 
in any one of the retail stores the de- 
sired item. What would you do?” 

A number of voices shouted, “Sell 
him, of course.” 

“That is exactly what we have to 
do,” answered Mr. Sears, who advocated 
that dealers anticipate their stock 
wants to guard against delayed deliv- 
| eries of small orders and short stocks. 
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National Congress Unanim ously 
Condemns Partial Payment 


Paint Plan 


ware Association condemned the partial payment paint plan 


i twenty-sixth annual congress of the National Retail Hard- 


in an open discussion Tuesday afternoon. 


Among the dele- 


gates there was not a single note of approval expressed on the floor or 
about the lobby following the meeting. National President Gray said 


he could not return to Coshocton, 


Ohio, and ask those customers he 


has had for 30 years to pay the additional 20 odd per cent necessary 
if the plan is used. At this and other statements of disapproval the 
delegates showed enthusiastic agreement. 

At the next session a formal resolution condemning the partial 
payment paint plan as economically unsound was unanimously ap- 


proved with applause and considerable demonstration. 


Four members 


composing the so called “Installment Quartette” sang a song “A 
Dollar Down and a Dollar a Week” just before the vote was taken. 


Arthur M. East, business manager 
and George B. Heckel, trustee of the 
Save the Surface Campaign, partici- 
pated in the discussion in defense of 
the plan. Mr. Heckel is also secretary 
of the American Paint and Varnish 
Manufacturer’s Association. Gayne T. 
K. Norton, publicity director for the 
campaign was also present. 

A very spirited discussion followed 
the three speakers on the program. 
Several delegates reaffirmed criticisms 
offered by the speakers who opposed 
the plan. Cheers greeted various ad- 
verse comments. It is entirely fair to 
state that the delegates were in one ac- 
cord in opposing the plan. 

Ray Vance, director Brookmire 
Economic Service, New York City, 
opened the discussion with an outline 
of the economic viewpoint of deferred 
selling. He said such selling will always 
be in existence because it permits peo- 
ple to buy commodities with a relatively 
small down payment and small regu- 
lar installments. Such practice he said 
was attractive to many people, whose 
income was on a weekly or monthly 
payment basis, and who obtained rela- 
tively small amounts on each salary 
payment. These people felt that their 


living expenses were so great that the 
necessary 


margin for additional in- 
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Arthur Manser, Summit, N. J., president 
North Jersey Hardware and Supply 
Ass’n, and Mrs. Arthur Manser 


vestments for necessary extras was 
seldom available. 

Mr. Vance said that while many peo- 
ple do not disagree with the install- 
ment buying idea they do object seri- 
ously to its mushroom growth in recent 
years. He characterized this growth 
as a gradual development and said that 
installment selling on automobiles and 
building materials had been very suc- 
cessful this year. He said it offered 
the line of least resistance, and that 
as such he could not blame manufac- 
turers for adopting it. 

The speaker recognized justification 
for railroads purchasing locomotives on 
the installment plan, or for other busi- 
ness enterprises purchasing necessary 
operative equipment on this plan, be- 
cause increased earning power through 
the utilization of this additional equip- 
ment would more than offset the rate 
of interest necessary. 

Under the subject title “Paint Now— 
Pay in Ten Months,” Rivers Peterson, 
Editor, Hardware Retailer, denounced 
the partial payment paint plan as “the 
selfish desire of the manufacturers for 
more business.” He said “this plan is 
being fostered by deception, its pro- 
moters have talked of an_ interest 
charge at 9 per cent. This chart (re- 








H. P. 
N.R.H.A., 


boro, 


Sheets, secretary-treasurer 
and Arthur C. Lamson, Marl- 
Mass., N.R.H.A. director 


ferring to an enlarged chart hung on 
the wall) shows clearly that the in- 
terest charged is actually 22.5 per 
cent.” 

He continued “If this plan becomes 
established it will divert business from 
the retailer. Our principal volume of 
paint sales is made direct to the home 
owner. Master painters have estab- 
lished credit direct and in many in- 
stances upon as favorable terms as re- 
tailers.”’ 

The speaker charged that the Save 
the Surface Campaign published mis- 
leading reports on installment selling 
meetings held in various parts of the 
country and said the plan involved a 
rate of interest which is usurious in 
fact if not in law. He further said 
“In 22 states the finance corporations 
have found that the property owner 
may successfully employ the usury de- 
fense. They are asking permission to 
change the plans so instead of the note 
being given to the finance corporation 
will be made to the painter or dealer, 
and he will sign the paper over to the 
finance corporation without recourse. 

“In other words, the finance corpora- 
tions propose to hide behind the inno- 
cent third party act. If the owner re- 
fuses to pay his note, they will pose as 
innocent purchasers of this paper. I 
for one would be glad to testify that 
they are not innocent holders, but have 
adopted this subterfuge to collect their 
pound of flesh.” 

At this point George B. Heckel, 
trustee for the Save the Surface Cam- 
paign, rose in defense of the partial 
payment paint plan, stating that in- 
stallment buying has already been 
sold the American people who after all 
decide what they shall use, when they 
shall use it, how they shall buy it, when 
they shall buy it, where they shall buy 
it, and when they get tired of one 
method they have a habit of adopting 
another. Economists, manufacturers 
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and dealers he said, cannot change the 
habits of the people, those are es- 
tablished for and by themselves. 

He continued “My feeling is that all 
consumption goods are improper sub- 
jects for installment selling, but that 
conservation or production goods are 
economically good for installment sell- 
ing and economically wise.” 

Mr. Heckel stated later “I am in- 
formed that up to date the finance com- 
panies have not paid expenses on this 
plan, though they have financed thus 
far quite a respectable volume of busi- 
ness.” 

N.R.H.A. Secretary Sheets 
that it didn’t seem sound or necessary 
to spend large sums of money pro- 
moting a plan which had already been 
demanded by the American public. He 


said 
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also said that the association’s chief 
cbjections was to the promotion meth- 
ods used in what the association con- 
sidered the forcing of an uneconomic 
plan of distribution. The Secretary 
paid tribute to the constructive sales 
work done in the past by the Save the 
Surface Campaign, but expresed regret 
that it had perverted that constructive 
work for the partial payment paint 
plan. 

Arthur M. East, of the Save the Sur- 
face Campaign, also came to the de- 
fense of the plan and made a counter 
charge of exaggeration on the part of 
the N. R. H. A. through its official pub- 
lication. E. D. Peck, Devoe & Ray- 
nolds Co., said he had come to the meet- 
ing to learn the opinion of the retail 
hardware trade on the subject being 
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discussed. Mr. Peck said he agreed 
with Mr. Heckel in that it would be 
the American public who would make 
the final decision on the acceptance or 
rejection of the partial payment paint 
plan. 

National President Gray at this point 
said that if the suggested plan of the 
Save the Surface Campaign was 
adopted by the association it should 
at the same time repeal the first para- 
graph of the retailer’s code of ethics. 

B. J. Cassady, Pittsburgh Plate Glass 
Co., said “I came here for the purpose 
of finding out what the attitude of the 
hardware dealer is toward the partial 
payment paint plan, and if I had any 
doubt in my mind before, as to what 
that attitude was I can leave here with 
the doubt entirely removed.” 


Being Useful, Man’s True Vocation, Declares 


R. W. Hatcher, Newly Elected President 


The measure of his success or failure 


is the degree of service that he renders,. declared newly elected President 
R. W. Hatcher, Milledgeville, Ga., in assuming the highest office of the 


Bee useful is a man’s true vocation. 


N. R. H. A. at the close of the Philadelphia Congress. 


Mr. Hatcher spoke on the 


necessity of having true ideals, capable of being improved, elevated and corrected 


to perform just duties. 


“It has been the purpose of our as- 
sociation from the beginning of its 
activity to outline, develop and perfect 
an ideal for the hardware retailer. 
Our efforts toward this end have been 
carefully planned and as widely exe- 
cuted as our ability could direct. In 
the early days of the organization 
when business practices were more or 
less hampered by tradition and pre- 
cedent and the existence of an acute 
necessity for improvement was more 
remote than it is to-day, progress was 
not so distinctive as in more recent 
years. There is, however, a_ great 
element of satisfaction in the thought 
that this progress in the pursuit of 
this ideal has been accomplished 
through cooperation. With this we have 
been able to assimilate through many 
channels those proven principles of 
conduct that have formed the essentials 


of the success of the most advanced 
ard progressive retailers of the 
country. 


Retailers Community Duty 


“The ideal hardware retailer owes a 
duty and service to his community. He 
should likewise strive to analyze and 
study closely, his business, his own 
personality and the adaptability of 
both to the peculiar needs of his com- 
munity. He should learn to visualize 
the possibilities in his share of activity 
and check these against his own actual 
accomplishment, and thus be enabled 


In part, Mr. Hatcher said: 





to more clearly spotlight his shortcom- 
ings. He should grow to appreciate the 
necessity of being continually on the 
alert for new ideas, for new and chang- 
ing conditions and be ready to meet 
them and thus conserve his patronage. 

“Through the efforts of capable and 





C. H. Tilson, secretary, Manhattan & Bronx Association; C. 
and Arthur Shimell, 
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painstaking officials these have been 
coordinated, so that to-day we have a 
definite, clearly outlined, policy that is 
reflected in a code of ethics setting 
forth ideal principles and practices that 
have an incalculable value to the re- 
tail hardware merchant in the conduct 
of his business. Nor is this code com- 
posed of impractical or visionary 


aphorisms and platitudes but is rather 
replete with practical suggestion based 
on good sound common sense and the 
experiences’ of 
themselves. 


successful retailers 


Nak 
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A. Bruhns, president, 


treasurer, Metropolitan 


Hardware Association, all of New York City 
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Profit Ultimate Merchandising 
Aim, Says George W. Schroeder 


“Profit on the capital invested is the ultimate aim of merchandis- dividualizing must supplement depart- 


said George W. Schroeder, Eau Claire, Wis., 
in opening the Tuesday morning discussion on the efficient use 
He was followed by W. B. Martin, H. J. Allison and H. G. 


director, N. R. 


ing,” 

H. A., 

of capital. 

Moore. Mr. Schroeder continued in part: 


“The degree of efficiency obtained 
from invested capital is the determin- 
ing factor of success. The amount in- 
vested is often less important as a 
source of profit than the manner in 
which the money is employed. An in- 
exorable law of compensation has 
ordanied that there shall be no profit 
in idleness. This law is manifest in 
every factor of business, whether it be 
time or money. 

“The investment in too many varie- 
ties of merchandise means impairing 
the efficiency of invested capital. The 
burden of producing profit is placed on 
the wrong shoulders. Too often we 
depend upon variety to make a sale 
when rightfully we should depend upon 
our salesmanship, knowledge of our 
goods and knowledge of our customers 
needs. The stocking of too large a 
variety is not alone a confession of our 
inability to sell, but carries the penalty 
of a reaction, for it compels a partial 
idleness of the investment. The im- 
portance of the variety of goods in 
stock should not be emphasized to the 
disadvantage of the time which these 
goods are carried. 

“To secure ideal results on his in- 
vestment a merchant must consider 
every piece of merchandise in the same 
light as he does his clerks. All must 
be producers. Shelf and storage room 
is an importaypt item of expense of 
which no portion should be wasted by 
devoting space to goods of infrequent 
sale. 

“We have invariably found that by 
duplicating lines we must either carry 
a double stock or be confronted by a 
situation of having one-half the sizes 
required. It is a simple problem to 
figure that two of one size requires 
double the investment and unless we 
can increase our sales in the same 
ratio we must sacrifice on the per- 
centage of profit. 

One of the causes of inefficiency in 
the use of capital arises from error 
of judgment in buying, resulting in 
overstock. A merchant is overstocked 
the moment he has bought an amount 





Herbert P. Sheets, secretary and treasurer N. R. H. A., H. G. 
Allison, vice-president Glasgow-Allison Hardware Co., Charlotte, N. C., 








of goods larger than his rate of turn- 
over warrants. Too often we are lead 
astray by the temptation of a quantity 
discount or by the flattery of being 
placed on the jobbers’ list. While dis- 
counts are welcome a merchant must 





George W. Schroeder 


guard against the reaction caused by 
overstock. 

“The inefficiency in the use of capi- 
tal invested is not always the result 
of an effort to secure additional dis- 
counts. The waste may result from 
the buyers lack of knowledge as to his 
stock movement. Much has been said 
and written of the necessity of depart- 
mentizing but departmentizing alone 
does not answer. To get results in- 


Peoria, IIl., 


M oore, 


secretary American Hardware Mfrs. 


mentizing. Even a prosperous paint 
department may have a color which 
represents idle investment. Even a 
successful sporting goods department 
may have several numbers which are 
pulling the percentage of profit down. 
Ideal results are obtained only by an 
accurate knowledge of the individual 
numbers of each department. To se- 
cure the information as to the in- 
dividual earning power of each number 
many merchants are employing the tag 
method of stock control. This is 
usually worked out according to the 
particular needs of each store. 

“Interest and discount play an im- 
portant part in the game of waste and 
profit of invested capital. If a mer- 
chant is a borrower because of his 
having bought a stock of goods he must 
pay interest until such a time as he has 
sold enough goods to return his cost. 
If he can do this in two months instead 
of four it is evident his interest is cut 
one-half. If, however, his stock does 
not turn as per his calculations he suf- 
fers a proportionate amount oi waste. 
The idleness of his investment is 
further aggravated by interest charges. 
The passing of a cash discount em- 
phasizes inefficiency in the use of 
capital to its fullest extent. Simple 
calculation shows that 60 days 2 per 
cent in ten days in reality is an inter- 
est charge of 12 per cent when not 
taken advantage of. 

“In conducting business with a view 
of securing ideal investment efficiency 
outstanding bills must be regarded in 
the same light with regard to interest 
and discount as are all purchases. We 
cannot purchase a dollar’s worth of 
merchandise with the dollar we have 
coming from our debtors and the mo- 
ment we allow ninety days without in- 
terest in selling merchandise on which 
we get only sixty that moment we have 
disturbed the efficiency of our invested 
capital, for in reality that amount of 
capital is idle for the additional thirty 
days. We assume the grief of a banker 
without demanding his corresponding 
privilege—interest on the loan. 

“In closing permit me to suggest 
that our lack of efficiency in the use 
of capital invested is largely due to our 
misunderstanding of our functions as 
retailers. 
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Efficient Investment in Equip- 
ment as Seen by W. B. Martin 


66 HE capital necessary for the successful operation of 
a retail hardware business is the sum total required 
for merchandise stock, real estate, fixtures and equip- 


ment, bank deposits, 


ledger balances, and resources em- 


ployed in and available for future operation of the enter- 


prise,” 


declared W. B. Martin, Mansfield, Ohio, vice-presi- 


dent Ohio Hardware Association, in outlining his talk on the 
efficient use of capital for investment in equipment which 
was a second part of the discussion opened by George W. 


Schroeder. 


“Additional capital will be required 
as the volume of sales increase, and in 
any successful operation this volume 
should increase from year to year, 
. until such time that it is found, that 

due only to limitation of territory and 
customers, that a larger volume can 
not be obtained. This should not apply 
to growing towns and cities, save and 
except the possibility of the establish- 
ment of more stores than the com- 
munity can support. 

“The capital required to operate suc- 
cessfully a business of a certain yearly 
volume may vary on account of local 
conditions, nationality of people, and 
the earning capacity of those employed, 
but it has been my information that 
when conditions are average, capital 
required will be to sales about 1 to 3, 
that a merchant whose annual sales 
amount to $50,000 should provide avail- 
able capital of at least $15,000, with a 
banking connection and _ authorized 
credit of an additional $5,000 for the 
purchase of merchandise prior to the 
season of the year when sales are active 
and all of the energy of sales people 
required for the movement of the 
stock. The cash discount usually al- 
lowed will cancel the interest charge 
on the borrowed capital, for the period 
of time it is required and the increased 


— 7” 





Mr. Martin continued in part: 


sales, due to merchandise stock on 
hand will yield increased net margins 
to the owner. It is found that as 
yearly sales volume increases that the 
requirement of available capital in- 
creases also, and the ratio of this in- 
crease in capital is greater than the 
ratio in the increase of sales volume, 
so that yearly sales aggregating a total 
of $150,000 would require $50,000 to 
$60,000 of available capital, plus a 
bank credit of $10,000 to $15,000 for 
the peak load, if one is to operate with- 
out financial distress. Ledger balance 
increases and ‘frozen capital’ are fac- 
tors in the result. 

“Research has revealed the fact that 
about 50 per cent of the cost or expense 
of operation of a business enterprise 
such as we are considering goes to the 
payment of salaries of owners and em- 
ployed people. Viewing it from this 
standpoint, it is only essential that all 
physical conditions be so arranged that 
we obtain the maximum of sales per 
individual serving in that capacity. 

“Business progress really demands 
modern type of fixtures for the ar- 
rangement and classification of mer- 
chandise stock, particularly as applied 
to the sale of hardware. The economy 
of space as well as being attractive to 
the customer contribute much to their 
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W. B. Martin 


value. These display features enable 
the customers to make rapid selections 
of their requirements and often in- 
crease sales, because of selections due 
to these display fixtures. They enable 
the individual to increase his volume 
of sales and lower the selling costs of 
the institution. It will be found that 
where these modern fixtures have been 
installed that a reduced sales force can 
operate the business during a time of 
peak load, and have the effect of in- 
creasing the efficiency of salesmen. 
Customers can readily make their own 
selections from displayed samples, and 
so long as he is thus occupied, the cus- 
tomer is satisfied to ‘wait’ for a sales- 
man, when otherwise he would not be 
content. 

“Modern fixtures and equipment are 
most valuable in the tool department, 
for the display of tools purchased by 
the mechanic and others, in the sport- 
ing goods department where the angler 
may see ‘bait’ and bite, the hunter and 
the trap shooter make their selections 
and purchases. Those interested in the 
winter sports enthuse over the different 
sampled designs, including’ skates, 
hockey sticks, guards, sweaters and 
caps. The golfer and the tennis ‘fan’ 
are provided for in the same manner. 
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H.J. Allison Gives Jobber’s View, 
Urging Strict Discount Basis 


cient Use of Capital’ from the viewpoint 
of a hardware wholesaler, H. J. Allison, 
Vice-president, Glasgow-Allison Hardware Com- 
pany, Charlotte, N. C., urged hardware merchants 
to keep investments safe and within reasonable 
rules of safety. As a starting point he advocated 
a ratio of two to one net liquid assets to liabilities. 
Such a ratio is particularly essential for the new 
business just getting under way, he said. While 
not absolutely necessary he declared such a ratio 
very desirable and said that business men should 
hold themselves strictly to a discount basis; that 
no concern should operate on any other than a 
discount basis and that any other basis except 
for temporary relief was unthinkable because the 
discount basis resulted in an actual saving on in- 
terest, insurance, etc. 
The speaker further declared that banks are 


(oct Gan.et the discussion theme “Effi- 


mighty glad to extend credit on profitable accounts 
and urged every business man to have a satis- 
factory banking relation which is always avail- 
able for the sound reputable firm whose accounts 
are kept in good shape. 

Success is not merely turn-over, said Mr. Alli- 
son, who then continued that it was necessary 
to turn over accounts, assets and net investment 
as well as merchandise. He considered three an- 
nual turn-overs, with four turn-overs as an ob- 
jective, the satisfactory basis of operation. 

He scored the practice of running short on 
regular stocks and said his firm watched such de- 
tails very carefully. Definite credit terms were 
advocated, and he said employees were entitled 
to a decent living, and expressed the opinion that 
hardware men should get ten per cent net profit 
annually which if increased at the same per cent 
would be doubled every seven years. 





The Merchant Receives His Franchise 
from the Community, Declares H. J. Tily 


66 HE merchant receives his franchise from 
the community,” declared Herbert J. Tily, 
president National Retail Dry Goods As- 

sociation, at the opening of the Tuesday morning 
session. His theme was “The Community’s Pur- 
chasing Agent.” Mr. Tily, who is connected with 
a large Philadelphia dry goods house, said that in 
his business the purchasing agent must study the 
company’s necessities for both supplies and ser- 
vice; and that he gets his franchise from those in 
the firm who need the supplies and services and 
that he is not considered by anyone as getting 
the franchise from those who furnish the services 
and supplies.” 

‘In the same manner, he declared, the mer- 

chant as community purchasing agent receives 

his franchise from the people he serves and sells 
and not from those from whom he buys. 


Mr. Tily commented on the great progress 
which retail merchants have made and predicted 
the time when merchants would vie with pro- 
fessional men, requiring for their calling ethical, 
cultural and social background. 

The speaker characterized advertising as the 
great handmaiden of business. He said the con- 
sumer liked advertising or anything which helps 
elevate the standard of living, and that he be- 
lieved that advertising has done more to raise the 
standard of living than any other single factor. 
He urged the delegates to study the fundamentals 
of retailing, 

He touched on the importance of eliminating 
dead stock and concluded his remarks with the 
further prediction that some day there will be 
perfect ethical business conditions brought about 
through conventions. 





The New York State Delegation 
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Manufacturer’s Point of View 


Given by H. G. Moore 


XPRESSING his appre- 
ciation for the oppor- 
tunity of participating 

in the discussion upon the 
efficient use of capital, the 
manufacturer’s point of view 
was given by H. G. Moore, 
Peoria, Ill., President, Ameri- 
can Hardware Manufac- 
turers Association. Mr. 
Moore has been engaged in 
the manufacture of wire 
products for the past forty- 
five years. 

Mr. Moore sounded a note 
of warning prompted by his 

President American observation of the inroads 
Hardware Manufacturers ,Of mail order houses. He 

eeerenuies mentioned a firm whose busi- 

ness had been reduced fifty per cent in the last 
year. Upon investigation it was found that this 
firm had suffered through such competition and 
Mr. Moore mentioned that this firm suffered be- 
cause of an inability to properly reduce the cost 
of doing business consistent with the reduced 
volume. He told how one hundred retail stores 
in a three-mile radius had recently gone out of 
business in a large western city and said that 
these failures were caused by the opening of re- 
tail stores managed and operated by a large mail 
order house. 

He said merchants must face these and other 
problems as they come along; must adjust them- 
selves to changing trade conditions and realize 
that the manufacturer is trying to improve his 
quality and reduce his cost in spite of the diffi- 
culties of the present high cost of living. 

Mr.’ Moore told of a wire mill which had re- 
cently refused to sell a mail order house one 
million feet of wire because this particular firm 





H. G. Moore 


realized that the wire would come into the mar- 
ket in competition with his own wire sold by 
regular retail agents. He expressed the opinion 
that manufacturers must have courage and a defi- 
nite sales policy, with a definite channel of distri- 
bution. He said no trade had shown itself more 
ready to change and adopt current conditions than 
the hardware trade and that new competition 
which was never known before will continue to 
come up regularly. 

Commenting briefly on the international situ- 
ation, Mr. Moore said we would be paying our 
own reparation bills if Germany continued to make 
the necessary money by selling us in competition 
with ourselves. He spoke.of the many merchants 
who are handicapped by a lack of sufficient capi- 
tal when starting in business; urged merchants 
to live up to the ethics of the Association in order 
to succeed and said that the growth of install- 
ment buying must be seriously considered. 

Mr. Moore concluded, urging greater co-opera- 
tive effort between the manufacturer, jobber and 


retailer. 
Floor Duscussion Follows 


In the open discussion which followed the talk 
given by Mr. Moore, George C. Brown, Punxsu- 
tawney, Pa., said in part. ‘“‘A business conducted 
by a corporation or individual should return to 
its owners something beyond mere salary and 
living expenses, if salaries, etc., are consistent 
with the size of the business. Capital should not 
be withdrawn from the business, however, if in 
so doing it would defeat, its very purpose of build- 
ing up efficient reserve to tide over the slow 
periods, being able at all times to take advantage 
of cash discounts and maintain a high credit 
rating. 








Distribution Costs Increased by Hand-to-Mouth 
Buying, Declares George B. Sprowls 


“Don’t be afraid to buy for more than thirty days,” declared Senator George B. 
Sprowls, Claysville, Pa., hardware merchant and director of the P. A. S. H A., during the 
Tuesday session. Mr. Sprowls declared that the cost of distribution is being increased by 
hand-to-mouth buying, and said that it is more important to have goods when wanted 
than it is to keep stocks at a minimum. He said that the merchant without the neces- 
sary stock misses by lost sales three times the amount of money he could possibly save 
on the interest of the money involved. He told of his own experiences, located adjacent 
to several big cities, and said that many customers report their inability to obtain in 
large city stores some of the regular stock items carried by the Sprowls Hardware Com.- 
pany. He told dealers not to be afraid of price recessions. 
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The Retailer and Deferred Payments 
Analyzed By A. C. Lamson 


standpoint must include the effect it has upon the producer, 


( standpoint must of installment selling from the economic 


the distributor and the consumer, declared Arthur C. Lamson, 
Marlboro, Mass., director of the N. R. H. A., in an analysis of deferred 


selling, which follows in part: 


“You all know that the regular sys- 
tem orf distribution begins with the 
producer and proceeds through the 
wholesaler and the retailer to tne con- 
sumer. There is nothing artificial in 
these steps. They are the evolution of 
long experience—the most economical 
and satistactory system yet devised. 
When any other method can be found 
that will give equal or better satisfac- 
tion at less cost, it will be utilized with- 
out question. 

“The elevation of our standard of 
living is both desirable and necessary, 
for it goes hand in hand with the up- 
ward progress of civilization. How- 
ever, our desire for better things should 
not increase more rapidly than our 
ability to pay for them. 

“One of the important reasons for 
the growth of installment selling is this 
desire on the part of the consumer to 
buy something for which he is unable 
to pay in cash or at the end of a reason- 
able credit period. He either disregards 
or is ignorant of the sacrifices, the 
risks and the additional expense which 
attend the mortgaging of his future 
income. 

“Likewise, the demand for volume— 
in order to utilize surplus capacity and 
reduce overhead expenses—has caused 
many producers and distributors to 
seize upon this idea as a means to 
stimulate sales. They have been told 
that only 10 per cent of the people 
pay cash for their merchandise, that 
30 per cent have sufficient financial 
standing to enable them to secure 
credit, and that 60 per cent must utilize 
installment selling because they lack 
financial backing. So far as I know, 
these estimates have never been proved. 

“The initial success of the partial 
payment plan caused its adoption by 
so many lines that keen competition 
for installment business is now the 
rule. Every inducement is used in the 
effort to persuade consumers to buy 
merchandise on a contract basis. Ini- 
tial payments have been reduced pro- 
gressively until the expression “A 








dollar down” has become the advertis- 
ing slogan of innumerabie concerns 
There are instances where salesmen 
have loaned the purchaser the down 
payment in order to make a sale. 
Furthermore, the term of the contract 
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has been extended until the merchan- 
dise is frequently worn out before com- 
plete payment has been made. 

“This combination of circumstances 
has caused the extremely rapid expan- 
sion of installment selling. I am told 
that it reaches the enormous sum of 
over eight billions of dollars and that it 
vields a margin of over 22 per cent 
to those who finance it. 

“As a result of this condition, 
hundreds of finance corporations have 
sprung into existence whose only ser- 


vice is to finance such purchases at a 
heavy interest charge to the buyer, 
and sometimes to the dealer. Should 
such a service have an important place 
in our business structure and on what 
basis can its. high cost be justified? 


Economic Future Affected 


“The country’s economic future is 
affected when manufacturers and others 
are educating consumers to buy such 
an enormous volume of credit at rates 
that range from 20 per cent to over 
30 per cent on the average amount of 
the loan outstanding during the period 
of credit. 

“IT have done considerable installment 
business, in different lines, and I do 
not think any hardware dealer should 
turn business away when it will show 
him a profit. Note this, however: 7] 
always tell the customer just how much 
extra the installment plan will cost. 
I then turn the account over to a finance 
company, which relieves me of any dis- 
pute and trouble that might arise after- 
ward. 

“No manufacturer has the right to 
impose upon the hardware man sales 
policies which the dealer believes are 
detrimental to his interest and to the 
interests of his customers. Manufac- 
turers do not sell on the installment 
plan, nor do they borrow money at the 
excessive rates that installment money 
costs the consumer. 

“I wish to take exception to any 
analogy between the buying of a home 
and the purchase of merchandise by 
the installment method. Building and 
loan associations or cooperative banks 
require substantial initial payments in 
order to protect their loans. Likewise, 
they charge a rate of interest that 
rarely exceeds 7 per cent. This system 
cannot be compared with the small 
initial payments and the usual carry- 
ing charges involved in financing pur- 
chases of merchandise. 

“Since business is done so largely 
on credit, there is undoubtedly a place 
in our economic machine for deferred 
payments; but the rapid expansion of 
this method of selling, through the 
competition of various industries to 
get a larger share of the consumer’s 
dollar, is adding seriously to the ex- 
pense burden of distribution.” 








Use Your Bank, Hugh McKnight Tells Convention 


Hugh McKnight, Pittsburgh, Pa., past president of the P. A. S. H. A., urged dele- 


gates to use banks as necessary. 
vanced 25 per cent last year without increasing the capital investment. 


He told of a merchant he knew whose business ad- 


This merchant 


told Mr. McKnight that he regretted very much the necessity of going to a bank for 


financial assistance necessary in a contemplated expansion. 


Mr. McKnight set his 


friend’s mind at rest, told him that a bank’s function was to help business in such mat- 
ters, and told the delegates to go to a bank as often as necessary. 
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Small Orders Must Continue 
as Service to Community 


HILE the handling of small orders, sometimes called ‘“‘specials,”’ 

may not always offer a profit on an individual small order, it 

is essential that such service be given cheerfully and efficiently 

as a means of protecting good will and retaining profitable trade from 

those who request the “special” order. This was the consensus of 

opinion offered by manufacturers, jobbers and dealers in the dis- 
cussion of this problem at the Wednesday morning session. 

Herman Dignan, Owosso, Mich., and Theodore Romaine, Hacken- 

sack, N. J., spoke on behalf of retailers. Suggestions from the whole- 

saler were offered by S. Edward Rose, president, Barker, Rose & 

Clinton Co., Elmira, N. Y. Fayette R. Plumb, of Fayette R. Plumb 

& Co., Inc., of Philadelphia, offered some opinions from the viewpoint 





of a manufacturer. 
order named. 


“T think that everybody will agree 
with me, that repair orders are just 
and proper, or, if a man comes in and 
wants a special article not carried in 
stock, I think it is perfectly reason- 
able to get that article to him, the 
quickest possible way, with as little 
cost as possible, and here’s another 
case, a man comes in, wants 6 of an ar- 
ticle, say your regular stock is only 
three, perfectly proper, I would say, to 
get those wanted by P. P. All these, 
I think are within the bounds of reason 





Geo. A. Fiel, Boston, Mass., secy. New 
England Hardware Ass’n and F, E. Strong, 
Battle Creek, Mich. 


and good judgment, and can be ex- 
pected by our customer. But here is 
where I see the unjust comes in, in 
small orders, trying to handle too many 
duplicate lines of similar quality, as 
an illustration, two or three standard 
lines of paint, or trying to carry 


OE ER rn aero ~ ~~ ~ - 1 





Allyn Fuller, Caanan, Conn., president, and 
Henry S. Hitchcock, Woodbury, Conn., 
secretary Connecticut Hardware Ass’n. 


The addresses of these four were given in the ! 
Mr. Dignan opened the discussion saying in part: 


Plumbs, Maydole, V. P. or Enders 
hammers, and the same thing applies 
to stoves and many other lines that 
go to make up a hardware stock. 
Here’s my point. Have a line and sell 
that line. Build your business on well 
known and well made lines of mer- 
chandise, and yours will be the reward 
of a well laid foundation.” 

Mr. Dignan read extracts from let- 
ters he had received from jobbers in 
various parts of the country. We quote 
in part from a letter written him by 
a Kentucky jobber: 

“We do not feel greatly interested 
in the discussion of the small order or 
P. P. problem, at present so popular a 
subject in trade papers. Our customers 
are treating us very well on the whole 
and we are quite willing to leave with 
them the question of the size of the 
orders they desire to send us. 





Theodore Romaine 


Theodore Romaine read a paper he 
had prepared in which he presented an 
imaginary discussion between a jobber’s 
salesman and a retail dealer. The im- 
aginary dealer disclaimed responsibility 
for what was termed the “small order 
evil.” This dealer says he is pestered 
to death with salesmen who urge him 
to keep in a handy place a jobber’s 
catalog as an _ encouragement for 
mechanics and others to insist upon 





we 


Herman Dignan 


items and particular brands not car- 
ried in regular stock. The dealer in 
question says that he attends to such 
special orders, receives the item par- 
cels post. but can show no profit on 
the transaction because of the addition 
for a broken package charge. The 
dealer also admits his responsibility 
for not being sufficient salesman to 


ad 
Re 
- 


a 





Stuhlmann, St. Paul, Minn., and E. 


Houghtaling, Fairmont, Minn. 


%. & 


sell the customer a line carried regu- 
larly in stock. 

Mr. Romaine’s imaginary character 
comments on the salesman who says to 
him. “If you won’t buy from us, we 
will sell some one else who will.” The 





Pa., 
and Chas. W. Scarsborough, Pittsburgh, Pa., 
Pittsburgh Retail Hardware Ass'n 


Senator Geo. W. Sprowls, Claysville, 


secretary 
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salesman is then supposed to go direct up would probably result in a fair- “One of the very few houses that 
to garages, plumbers and factories in sized order and could be sent by freight speak from knowledge deplores the 
the same town selling them direct and well in advance of requirements. In fact that in one month 61 per cent of 
often in small quantities with ship- closing, the imaginary dealer urges his orders were under $25. An inves- 
ments via parcels post. closer cooperation between jobber and _ tigation of 4000 orders received by one 
department of my house this year re- 
- veals a percentage of 78 per cent under 
$25. Incidentally 37 per cent of the 
total were under $5. So that if there 
is any deploring to be done we ought 
to be in on it. Furthermore, this par- 
ticular department contributes 40 per 
cent of our total gross sales. Now, as 
a matter of fact, we have been viewing 
the rapid growth of this department 
with a great deal of satisfaction. It 
occupies less space, employs fewer men, 
gives a more rapid turnover, ties up 
less capital than any other department. 
We know that it is a profitable depart- 
ment. It isn’t handicapped with cer- 
erie | a. 7 : aa tain profit killing items that are ship- 
a _ me Ye ped by freight and that carry a 5 to 
B. Christianson, field secretary, and P. J. Jacobs, secretary of Wisconsin Retail Hard- 1% per cent gross margin. 
ware Ass’n, Stevens Point, Wis., with Homer Hawker, Ravenwood, W. Va. “Regardiess of whether a loss or a 
profit is shown, I do not agree with 
wholesalers who insist that transac- 
tions should be confined to the units in 
which makers pack their goods. 

“The wholesaler is in the position of 
the banker who carries hundreds, per- 
haps thousands, of checking accounts 
which net a loss because insufficient 


























T. A. Carroll, Mrs. T. A. Carroll, E. C. Atkins & Co., and S. L. Webster, Sands Level & 
Tool Co. 





S. E. Rose 


balances are maintained. But he car- 
ries them year after year in the hope 
that prosperity and intelligence will 
F. X. Becherer, St. Louis, secretary Missouri Retail and Hardware Ass'n and G. M. , overtake these particular depositors 

Rinie, St. Louis, Mo. and transform them into profitable 
clients. The wholesaler is very pecu- 
liarly a servant and rightly so. His 
existence hangs by the thread of ser- 
vice. 

“The great amount of business han- 
dled by the wholesaler when measured 
by the small profit derived is incredible. 
Even a mail order for a single article 
to be shipped by parcel post is a very 
complicated thing, requiring 25 sep- 
arate operations by almost as many 
people to complete. If any snag devel- 
ops, that number of operations may be 
doubled. Complaints by retailers con- 
cerning the high cost of wholesale dis- 
tribution are futile. If it could be done 

Mrs. Albert Zettler, Albert Zettler, Miss Catharine Zettler of Columbus, Ohio, Miles J. cheaper, it would be. There are no 
Watson, Columbus more economical and hardworking or- 

ganizations than hardware distributors. 

“The wholesaler who is called upon 

for small shipments for accommoda- 

As a partial remedy the fictitious dealer as a means of reducing the so- tion, in short for service, is the one 
dealer believed that the jobber’s sales- called evil. located close by. 
man could check the dealer’s stock Giving a few pointers to the whole- “In our experience the dealer usually 
cards and help prevent a shortage on saler, S. Edward Rose cited some of recognizes this. and I believe that if 
the more popular items, insuring also his own experiences and quoted from retailers generally will play fair in this 
an efficient assortment. Such a check- reports given him by other jobbers. matter and consistently patronize those 
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whom they call upon for service, small 
shipments will continue to be cheerfully 
made.” 

Fayette R. Plumb took up the subject 
of small shipments as seen by a manu- 
facturer, commenting also on the dan- 
gerous competition invited by direct 
shipments. In part Mr. Plumb said: 

“The cost of doing business has in- 
creased in the last ten years for both 
wholesale and retail hardware mer- 
chants faster than manufacturers’ 
prices have increased. Ten years ago 
the wholesale cost was about 15 per 
cent of selling prices; now it is over 
20 per cent. The retail cost was about 
17 per cent and now it is nearly 22 per 
cent—an increase of over 25 per cent 
in both instances. 

“It has been authoritatively stated 
that over 60 per cent of the orders 
placed by retailers are for less than 
$25 and that these orders in the ag- 
gregate show a loss to any wholesaler 
who fills them. I can say positively 
that corresponding orders show a loss 
to any manufacturer whose business is 
built on selling the wholesale trade. 

“Isn’t it more important to be able 
to supply from stock items that are 





Fayette R. Plumb 


good sellers, than to attempt too much 
and lose sales by being out of items 
that are worth stocking? 

“IT do not mean to say that small 

orders are never justifiable, such for 
instance, as those for repair parts. 
The parcel post system provides a 
service that should be used but not 
abused. The great majority of small 
orders, however, many of them by par- 
cel post fall into three classes all of 
which are largely preventable. These 
are: 
“1. Items temporarily out of stock. 
2. Items for which the sale is so Iin- 
frequent that it doesn’t pay to stock. 
3. Special requirements of customers. 

“As a hardware retailer you should 
select the one line in each class of 
goods you can sell the best and then 
buy and sell only the items in that line 
for which there is a sufficient demand. 
Leave to the grocery house, the drug 
store or the house furnishing store, the 
lines on which you can secure only a 
small share of the business and for 
which the trade naturally goes to them. 
This does not mean you should sell 
nothing they sell, but that you should 
sell only the lines on which you can 
compete successfully and profitably. 

“Have you ever thought that it would 
be to your advantage to ask the jobbers 
to charge the full extra cost of direct 
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each attend to his own business and let 
the other fellow’s alone, wouldn’t you 
all save money? Whether they recip- 
rocate or not if you send to them the 


shipments? Wouldn’t this discourage 
competitors from competing against 
you on the lines you stock and they 
don’t? Don’t you know of instances 











Mrs. W. McK. Reher, Bloomsburg, Pa., Mr. R. I. Murray, Mrs. Murray, Honesdale, Pa., 
Frank A. Hegner, Pittsburgh, and Mrs. Sharon E. Jones, Philadelphia 
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Hardware & Implement Ass’n, Mrs. Fred 


Lake City, Fla. 


Walter Harlan, secretary Southeastern 


Young and Fred H. Young, 





M. B. Connolly, Philadelphia, Chas. T. ‘Woodward, Collinsville, Ill., past-president 
NRHA, and C, M. Carpenter, East Rochester, N. Y. 





Robt. Eveland, E. C. Atkins & Ca., J. Charles Ross, Kalamazoo, Mich., director NRHA, 


Tyre, Detroit, past-president Michigan Association, and A. J. Scott, Marine 


James W. 
City, secretary Michigan Retail Hardware Ass’n 








customer who wants something you do 
not carry in stock, you save an expense 
which has grown to such proportions 
that it has gone far to wipe out your 
entire net profit. 


where some competitor has actually 
underbid you on some piece of business 
because he can order it for direct ship- 
ment without the expense of stocking 
it? If you and your competitors would 
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Cooperate with Travelling Man 


and Practice Gol 


RACTICE the golden rule in your buying and cooperate 
Prwitn the travelling salesman by treating him squarely 
and courteously, thus living up to our obligation as a re- 
tailer, declared E. W. Peterson, Florence, Wis., in opening a 
discussion on the ethics of buying Wednesday afternoon. 
“Don’t place orders with wholesalers unless you intend 
having the goods shipped as per the first agreement,” said 


Mr. Peterson. 
mind. 
center. 
you.” 

He continued in part: 


“Nothing wins like cooperation; 
team work counts, let’s all pull together 
for the good of the hardware game. 

“It is quite proper to cooperate with 
the travelling salesman who makes the 
rounds in your territory by acting 
upon the square giving him the due 
courtesy he deserves, but don’t let him 
handle your order book under any con- 
sideration. That’s your job, Mr. Buyer; 
you should attend to it strictly. 

“The hardware merchant’ should 
know the ethics of efficient buying of 
hardware merchandise. By that I mean 
careful investigation as regards quan- 
tity, quality and price. It should be 
the dealer’s aim to lower the selling 
cost of his merchandise rather than add 





president 
and 


Frank A. Hegner, Pittsburgh, 
Pittsburgh Retail Hardware Ass'n, 
Samuel K. Waring, Wilkinsburg, Pa. 


extra expense simply to accommodate 
the desire of his customer, or accept 
new plans for his comfort until we 
have given the matter careful thought. 
I refer to installment buying.  In- 
stallment buying has grown with such 
proportions that it is beginning to re- 





McKinney 


Cc. A. and A. P. Hammond, 
Mfg. Co. 


flect its dangers in all branches of 
modern business. Installment buying 
by all classes of people is greatly over- 
done with no limit as regards the re- 


Be a first-thoughter and stick to it. 
Do unto others as you would like them to do unto 


“Don’t have second-thought ideas in your 


Be a 100 per- 


sponsibility and obligations of the 
buyer. 

“The idea of installment buying when 
first suggested and introduced was to 
teach thrift, but only did the plan 
start when it was sadly misused. The 
‘esult is that the country is flooded with 
paper amounting to millions and from 
close observation of the situation, is 


growing, instead of decreasing. It is 





Mrs. and Mr. C. N. Barnes, Grand Forks, 


very harmful to all concerned when 
there is too much of it. 

“To the ultimate user we owe no less 
than the best in service, price and 
quality of merchandise our resources 
can place at his disposal. 

“To him we owe the benefit of our 
experience and the economies we can 
devise, plus a reasonable profit. 

“Buying is still one of the merchant’s 
biggest problems, especially if he wants 
to make his business pay him the 
greatest returns. 

“But it is a different kind of prob- 
lem now than it was in the good old 
days when it meant buying cheap. 

“Today the successful merchant buys 
not for long profits on a few sales, but 
for small profits on many sales. His 
buying is controlled buying. It is con- 
trolled as to the line of merchandise he 
buys and as to quantity he buys. 

“The successful merchant of today 
keeps records that tell him which lines 
can be depended upon to give him a 
quicker turnover. He has learned that 
some lines even though they carry a 
wider profit margin, are hard to dis- 
pose of, stick on his floor, or have to 
be sold out at a sacrifice. 

“Known merchandise keeps the mer- 
chant’s dollars busy, and busy dollars 
bring far greater profits during the 
vear than dollars that spend most of 
their time tied up in_ slow-moving 


den Rule 





E. W. Peterson 


¢ 


stock and accomplish no useful pur- 
pose, 

“The buyer who controls his buying, 
both as to the line he carries and the 
quantities he orders, will find that his 
buying policy has put his entire store 
on a more profitable basis. 

“One of the most serious drawbacks 
to the dealer is being out of certain 
lines and sizes. The trade dislike that 
sad feature of buying. And it seems 





James E. Schatzel, president Rochester Re- 
tail Hardware Ass’n, and Geo. G. Allen, 
president Buffalo Retail Hardware Ass'n. 


there is too much of it. This being out 
of just what a customer wants. Of 
course, it is difficult for a dealer to 
carry stock to fit all desires, whims and 
fancies. However, it is possible to be 
reasonably well stocked and still not 





gz. &. 
Lucas, Spokane, Wash., secretary Idaho and 
Pacific-Northwest Ass'n. 


C. G. Jennings, Tacoma, Wash., 


stock shy, as it might be called, 


afraid to stock well. 
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W. B. Munroe Considers Buying 





UYING and selling are 

the two most important 

factors in the retail 
hardware business, W. B. 
Munroe, president and gen- 
eral manager, Supplee-Bid- 
dle Hardware Company, 
Philadelphia, Pa., told the 
Wednesday afternoon ses- 
sion. In the discussion on 
the ethics of buying he fol- 
lowed Mr. Peterson, giving 
the wholesalers’ point of 
view. 

Mr. Munroe expressed the 
opinion that buying could be 
considered of first impor- 
tance because if goods are 
not bought right profit is 

“If we are distributors of 





W. B. Munroe 


lost. He continued: 


Dealer's Most Important Problem 


hardware products we should buy in the proper 
unit quantities for those products. If we cannot 
buy the minimum unit stock quantity we should 
seriously consider the advisability of cutting out 
such items or should set about creating a plan 
whereby we could efficiently handle the proper 
unit quantity and properly round out our stock 
balance.” 

Mr. Munroe urged the utilization of stock 
records as a guide to buying. He told of a ser- 
vice department operated by his firm. This phase 
of the company’s activities is used as a means of 
straightening the difficulties of dealer customers. 
The speaker said that in most cases this depart- 
ment found that dealers in financial difficulty or 
stock difficulty had been over-buying for the sake 
of an extra discount. 

In closing Mr. Munroe urged that the dealers 
give all salesmen every opportunity to show their 
wares and tell the salient points of such wares. 





Contidence Is the Corner 
Stone of Ethical Buying 


HE corner stone of ethical buying is confi- 

dence, declared C. W. Asbury, President En- 

terprise Manufacturing Company, Phila- 
delphia, Pa., in an address which followed that 
given by Mr. Munroe. 

“Unless we have confidence,” said Mr. Asbury, 
‘fand realize that we are all human beings we are 
not going to make much headway in buying and 
selling. It is real pleasure for a manufacturer to 
attend your meeting where he can learn many 
things concerning your activities and problems.” 

In this era of small buying it is impossible for 
manufacturers to carry on hand stock which 
would represent the normal stocks of jobbers 
and retailers throughout the country, the speaker 
said. Mr. Asbury made the statement as an ex- 
planation for the difficulty of furnishing on short 
notice rush orders for distribution. He urged buy- 
ing larger quantities from fewer houses as a 
means to obtaining better treatment and service, 
and as a means of providing any unusual assis- 
tance during an emergency. He disagreed with 
Mr. Monroe’s opinion that buying is more im- 
portant than selling, and suggested that dealers 
who confine their purchases to those goods and 
concerns in which confidence may be placed would 
have more time for selling and merchandising 
such products. 

In closing Mr. Asbury expressed the hope and 


desire that the future would 
see even closer coordina- 
tion and appreciation of 
each other among manu- 
facturers, jobbers and’ re- 
tailers. 

In the informal discus- a 
sion which followed Mr. . 
Asbury’s talk, W. H. Blan- C. W. Asbury 
ning, Lykens, Pa., toid 
the story of a salesman who a to one 
dealer about a high price he made to a competi- 
tor.. The same salesman had sold a local garage 
mechanic some tools and a vacuum cleaner at 
wholesale cost. In contrast he told of another 
salesman who had turned down a garage man who 
wanted to buy direct and had brought the sale 
of a vacuum cleaner and some tools to the Blan- 
ning store. Mr. Banning told his story in a very 
novel way, presenting them as part of a day-dream 
he had while preparing some thoughts for the 
National Congress. 

C. A. Tope, Carrollton, Ohio, Past President 
Ohio Hardware Association, condemned the prac- 
tice of publishing confidential wholesale prices in 
any manner which might bring these prices to the 
attention of the consuming public. He referred 
definitely to such practice on the outside of en- 
velopes. 
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More Personal Contact Is Needed 
Between Jobbers and Retailers 


C. G. Gilbert Urges Dealers to Visit Their Jobbers at Least Once a Year 
to Become Acquainted 


due to cold-blooded business relations, 

C. G. Gilbert, Oregon, Illinois, strongly 
advocated that dealers visit their jobbers at least 
once a year—become better acquainted with the 
jobbers personnel, lines, services and facilities and 
thus bring about more personal intimacy between 
jobbers and retailers, which he declared was very 
essential. 

Real selling CREATES a friendship between 
buyer and seller—perfect selling RETAINS that 
friendship, he continued in a very human appeal 
for closer personal contact between buyer and 
seller. This is the gist of Mr. Gilbert’s talk in 
opening a discussion on “Returns and Claims,” 
which he said would always be in evidence as 
long as goods are bought and sold. 

He recommended that dealers should always 
keep a copy of all orders given salesmen. Such 


\ . a: = a that many trade evils are 


copies should contain an order number, the quan- 
tity ordered, name of items ordered and, if pos- 
sible, prices. In his own business Mr. Gilbert 
does this very carefully and when sending an 
order to some houses places at the bottom of such 
orders a clause which states that the seller must 
not substitute or back order without permission. 

There was never any reason for retailers tak- 
ing up railroads charges with jobbers continued 
Mr. Gilbert. Such matters, he said, should be 
taken up directly with the freight agent, whose 
friendship should be cultivated. 

In closing the speaker urged dealers to become 
more friendly with salesmen and said that all 
jobbers should have a well informed person 
handling phone orders, particularly on long dis- 
tance calls, which require rapid and intelligent 
service. He said that jobbers should also have 
more capable correspondents. 


Retailers Must Bear the Brunt 
of Returned Goods, Says Given 


ECAUSE of his per- 

sonal contact with the 

returned goods _ prob- 
lem the retailer must bear 
the brunt of this trade diffi- 
culty, said N. E. Given, 
Bemidji, Minn., vice presi- 
dent, Minnesota Retail Hard- 
ware Association in his dis- 
cussion on this problem. He 
followed Mr. Gilbert, say- 
ing in part: 

“Although our discussion 
will only pertain to the re- 
turn goods of the retailer to 
the jobber, the retailer has 
the return evil of the cus- 
tomer to handle, and I think, 
all in all, as he is the pur- 
chasing agent for the community, and must come 
in personal contact with the customer, he has the 
harder job of the two. As he has this personal 
contact, it is much harder to refuse adjustments 
than it would be by correspondence. It seems as 
though the retailer is between two fires: If he 
doesn’t make his customer satisfied he is very 
liable to lose his trade, and if he takes back the 
article, makes an even adjustment and returns 
same, he is in for a series of correspondence. 

“Sometimes the customer is very much at fault, 





N. E. Given 


and, unknowingly, the retailer thinking the item 
not as represented, returns same to the jobber. 

“T acknowledge that very often the retailer is 
at fault in returns, but as I am speaking as a re- 
tailer, it is but natural that I should show that 
the Jobber is also at fault in an inefficient case of 
handling and filling orders; and that the following 
are some errors largely responsible: 


1. Substitutions. 

2. Mistakes in reading orders. 

3. Mistakes in sending sizes or quantities 
ordered. 

4. Back-orders and delayed shipments. 

5. Poor packing and crating. 


“A large part of items 2 and 3 (mistakes of 
reading and filling) probably are due to the job- 
bers trying to cut down their overhead by the use 
of cheap help, who are none too familiar with the 
goods in their departments. 

“Back-orders and delayed deliveries have caused 
the retailer considerable worries at times. This 
can easily be prevented if all the jobbers use 
the system employed by a Minneapolis firm. 
When they receive an order they can not fill, they 
cancel the same; and upon receipt of the goods 
again, they send a card advising that the goods 
were now in stock and if you wanted same, all 
you need do was to sign the card and return with 
your next order. 
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“Poor packing and crating is_ responsible 
for a gvod deal of lost time and extra work 
by the retailer in having to unpack goods that 
ure damaged in shipment or mixed up in such a 
way as to take a good deal of extra time getting 
Same sorted out. 

“The past few years there seems to be a ten- 
dency on the part of a number of jobbers to turn 
into a semi-manufacturer, and have great num- 
bers of goods put out under their own trademark. 
This, I feel, is one of the reasons for a great deal 
of the substitutions on the part of the jobbers. 
Why should they try to crowd their own trade- 
mark goods and take advantage of the national 
advertising of some other line when the retailer 
orders the advertised line? 
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“A suggestion would be to have a code letter 
used by the retailer in ordering and on use of 
same he would be willing to accept a substitute. 
However, if same was not used, the jobber would 
mark same out—cancelling the order. This would 
let the retailer order elsewhere and not expect a 
double order. 

“As a retailer, I think there is one item the 
jobber as well as the retailer should be relieved 
from—and that is the matter of transportation 
charges both ways on ‘defects in material and 
workmanship’ replacements. These should be 
taken care of by the manufacturers, who are the 
ones responsible for these. The retailer and job- 
ber have had their added expense in the extra 
handling.” 





John M. Townley Gives Jobbers’ 
View on Returned Goods Problem 


AKING the point of view of a hardware wholesaler in the dis- 

cussion on returned goods and claims, John M. Townley, Townley 

Hardware & Metal Company, Kansas City, Mo., and president 
of the National Hardware Association, offered some suggestions 
which he said were given in the hope that they would lead to a con- 
He characterized the re- 
turned goods question as an eternal triangle—a question that has 
He urged that the conven- 
tion endeavor to put this problem in its proper place and relationship 
to all other vital questions that affect the cost of hardware distribu- 


structive open discussion from the floor. 


always been with us and always will be. 


tion. Mr. Townley said in part: 


per is notified and disposition given. 
However, it is natural for merchants 
as well as other people to follow lines 
of least resistance. Therefore they 
think by returning the goods they will 
not have any correspondence and will 
receive credit without having to make 
any explanation. They do not wish to 
write letters and will not if they can 
avoid it. You know in my case I have 
taken up a lot of this correspondence 
on my territory for the trade as well 





“The position of wholesalers and 


as informed them they are not to re- 





manufacturers is almost identical in 
this matter because, if a manufacturer 
is dealing direct with the retailer, then 
he is performing an act of distribution 
and in properly performing that act is 
subjected to all the costs of distribu- 
tion which cannot be eliminated. 

“Now let us try to see what the 
cuestion of returned goods is adding 
to the cost of distribution. Reference 
to the Cost of Doing Business Chart 
of the National Hardware Association 
for the year 1923 shows the average 
figure for returned goods to be 2.36 per 
cent of sales. That is the average fig- 
ure for 126 houses. The 1924 figure 
was 2.42 per cent of sales. The aver- 
age figure for the past five years is 
2.37 per cent of sales.” 

The speaker quoted E. M. Woolley 
as giving the following opinions on 
this subject: 

“No doubt carelessness is the great- 
est factor in this evil. Misunderstand- 
ings between salesmen and customers 
are next.” 

“Some houses (jobbers) are very lax 
in the way of return goods in the past; 
they have allowed merchants to return 
goods that have been in their houses 
two or three years and allow full cred- 
4” 

‘“‘First—Carelessness of the order filler 


in sending the wrong goods. Second— 
Dealers forgetting future orders and 
getting overstocked. Third—Salesman’s 
lack of knowledge about every item 
and the uses. Fourth—Incomplete de- 
scription in the catalog. Fifth—Special 





John M. Townley 


President, National Hardware Association 


orders by dealer where his customer 
fails to take the goods.” 

“Since goods in the hardware line 
are not perishable, there is no excuse 
why a dealer should not hold goods 
that are not as ordered until the ship- 


turn a piece of goods until they have 
taken it up with me and I have had 
time to make disposition or write the 
house. Even then, they get away from 
the plan and return goods without any 
notice or information being given. 

“Another cause is that buying by a 
great number of the class of trade I 
call on is a side issue. That is, they 
try to buy goods, wait on the custom- 
ers, direct the delivery boy, answer the 
telephone, write ads for the newspaper, 
play golf, fish, hunt and run the local 
Chamber of Commerce and between 
breaths buy an item or two on a guess 
and expect to get 100 per cent service 
and wonder why they do not.” 

W. L. Hubbard, Scottsburg, Indiana, 
director of the N. R. H. A., stated that 
he liked to handle high-grade goods 
which could be given a reasonable guar- 
antee, and that if such goods should 
prove defective, he believed the dealer 
should make an adjustment without 
question. He also said that he consid- 
ered it unfair to ask either the dealer 
or his customer to pay the transporta- 
tion charges in the return of defective 
merchandise because the imperfection 
was due to no fault of either the dealer 
or the customer. 
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“(;lorified Peddler” Must Be Combatted 
With Aid of Manufacturer and Jobber 


Declares E. M. Healey in Opening Discussion on Trade Relations—They 
Must Also Help Teach Dealers and Clerks to Sell 


66 HE manufacturer and jobber should realize their responsibili- 
ties in combatting the “Glorified Peddler,” declared past na- 
tional president, E. M. Healey, Dubuque, Iowa, in opening 

the Thursday morning discussion on Trade Relations. 

also realize their obligation to educate retail clerks, he said. 


Healey continued in part: 


_ “Credit is your best asset. Disregard- 
ing terms; allowing bills to over run; 
taking discounts which you have not 
earned, discredits the offender and fa- 
vorable prices and terms may be with- 
held. 

“In checking invoices from the firms 
from whom you buy if.you discover a 
shortage or an error in extension or 
pricing you are quick to make com- 
plaint and claim. If the matter is re- 
versed and you receive more than you 
are billed or an error in billing is in 
your favor are you as quick to report 
the error? Shortages and errors should 
immediately be reported. Not report- 
ing a shortage and waiting to deduct 
when remitting is not good business 
practice. Business courtesy permits 
goods shipped in error to be returned 
but shipment should be withheld until 
consent to return is secured. 

“Is it right for the manufacturer 
and jobber to send back orders with 
charges collect? It is no fault of yours 
that the goods were not ready to be 
sent out on the original order. If you 
are short some staple article you tell 
your customer you will be pleased to 
order it out for him and the chances 


are you assume the carrying charges 
Why shouldn’t this rule work both 
ways? 





E. M. Healey 


“Trying to serve your customers to 
the fullest extent, the retailer continu- 
ally is ordering repairs, which only 





Hamp Williams, Hot Springs, Ark., 
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Cleveland, president Cleveland Retail Hardware Ass'n, 
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and R. W. Paterson, 
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They must 
Mr. 


allow him a margin of 10 to 15 per 
cent. You cannot ask your customer 
more than the published list price, and 
with our present cost of doing business 
you are losing money on repair orders. 
Manufacturers and supply houses han- 
dling repairs should give some thought 
to this and arrange a_ reasonable 
margin for the dealer. 


Combat the “Glorified Peddler” 


“The manufacturer and jobber should 
realize their responsibility in combat- 
ting the glorified peddler. You have 
read how this new method of dis- 
tribution is growing. A few years ago 
they were unheard of; this year they 
will sell approximately 200,000,000 of 
merchandise. hat worries the re- 
tailer is not the volume they are doing 
but the real menace is the propaganda 
they are spreading “Why pay the 
jobber and the retailer a commission, 
when you can buy of the factory di- 
rect.” They are destroying the posi- 
tion the retailer holds in public opinion. 
The retailer has his problems and we 
are doing our best to solve them, so in- 
stead of criticizing and condemning the 
retailer for his business methods the 
manufacturer and jobber should en- 
courage and guide him. 

“The representative of the manufac- 
turer or jobber calling on the dealer 
should be instructed to give more time 
in explaining the merits and selling 
points of their goods to the clerks. 
Rushing in to take an order and rush- 
ing to the next store or to the next town 
is not good business. We all should 
have an interest in seeing that the 
ultimate consumer is pleased and has 
some knowledge of the article he has 
purchased. How can he obtain this 
information unless the clerk who makes 
the sale can intelligently explain the 
merits of the article? Some manufac- 
turers realize their obligation to edu- 
cate the retail clerks and send out 
special men to demonstrate the merits 
of their goods. This is a service that 
is very much appreciated by the re- 
tailer and more manufacturers and 
jobbers should give it.” 


Jobber Should Restrict Territory and 
Help Dealer, Says L. F. Wolf 


L. F. Wolf, Mount Clemens, Mich., 
added to the discussion some thoughts 
on tke help a jobber could and should 
give the dealer. He urged that whole- 
salers restrict their operating terri- 
tories as a means of curtailing the ris- 
ing cost of distribution. In part, Mr. 
Wolf said: 

“We believe that as retailers we 
have a right to expect cooperation of 
the jobbers, because our success is their 
success. And I believe that it is up to 
the jobbers to discourage new retailers 
in a territory that is supplied with 
proper retailer representation, because 
by having more retailers the volume of 
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each retailer is cut down and con- 
sequently his overhead goes up and the 
profits will naturally decrease. 

Jobbers’ representatives should do 
more than just rush in a place of busi- 
ness, secure the orders as quickly as 
possible, and forget to leave any sug- 
gestions with his customer, or clerks 
in the customer’s store. This is per- 
haps one of the reasons why the 
jobbers as a rule are not able to handle 
a specialty line to satisfaction. 

“It has often occurred to me that 
a lot of jobbers are increasing their 
expense account considerable by send- 
ing their representatives in a terri- 
tory quite distant from their place of 
business or their natural trading terri- 
tory in an effort to increase their 
volume and buying power, but at a cost 
of a large increase in the expense ac- 
count. These travelers who are repre- 
senting the jobbers in a territory not 
in their so-called trading territory as 
a rule have difficulty in getting the 
proper volume, and in this case when 
a traveling man is sent far from his 
home territory he is naturally keen for 
business. He will naturally call upon 
the regular trade first, and if he is 
unable to secure his volume he will call 
upon stores which are not of his regular 
line but do a small amount of retailing 
in his line, such as drug stores, second- 
hand stores, furniture stores, factories 
and other competition that the retailer 
is up against. By a jobber doing this 
kind of business practice he is cer- 
tainly competing with a local retailer 
for business that belongs to the re- 
tailer. 

“The retail dealer is trying to cen- 
tralize his buying as much as possible, 
and this should be encouraged by the 
jobber. This the jobber can do by giv- 
ing his customers the right prices at 
all times and not holding him up in 
price and quality, protecting the dealer 
in rising and declining markets. The 
jobber is to function to a large extent 
as the dealer’s buyer. The jobber 
should watch his cost of doing business 
so he can sell at the right prices. He 
should keep strictly to his wholesale 
business and protect the dealer in 
every way possible, as the jobber’s and 
retailer’s interests are mutual. 

“A retailer has a right to expect a 
jobber to have his salesmen so trained 
that they will assist him in suggesting 
ideas for advertising sales drives, 
window trims, window display, store 
arrangements, developing business over 
’phone or by mail, showing the dealers 
that it is a necessity to get a profit 
on goods that he sells if he wants to 
stay in business, and also discourage 
the cut price practice on leaders in his 
line, such as nails, locks and other items 
that are staple and that are quite often 
used to stimulate business but at a 
loss of profit to the dealer as well as 
to his neighboring leaders.” 


Retailer Obligation to Jobber as Seen 
by A. H. Nichols 

Fully recognizing the jobber’s obliga- 
tion to give at all times the best service 
possible to the retailer, A. H. Nichols, 
Buhl Sons Co., Detroit, Mich., said the 
retailer has an obligation to the whole- 
saler in that he should give proper sup- 
port to his source of supply (the 
jobber). The speaker said he preferred 
to refer to this obligation as a mutual 
bond between the wholesaler and his 
customer, the dealer, just as there is 
a similar obligation between the dealer 


HARDWARE AGE 


and the consumer. The jobber must 
keep a fairly assorted stock to meet 
the demands of the dealer, he said. In 
part Mr. Nichols said: 

“There have been times when certain 
retailers were attracted by an extra 2 
per cent discount and forgot their ob- 
ligation to the wholesaler, but such 
paans when carried out have worked 
disastrously in a large number of in- 
stances, the retailer being induced to 
buy a quantity tar in excess of the 
demands of his community, thereby 
losing interest on the investment which 
in a short time overcomes the trifling 
change in price. 

“A merchant in order to secure a 
lower price on a certain article pur- 
chased a much larger quantity than 
was required; his desire to reduce his 
overstock to prove that he as well was 
a shrewd buyer caused him to sell this 
article at 20 per cent less than the 
price he had been making. Some of 
his competitors met his price, others 
reduced their price; although this hap- 
pened some three years ago, yet today 
it seems impossible to secure in that 
community the proper margin of profit 
on that particular article. 

“Business conditions are never nor- 
mal; they are different in every com- 
munity. Prices rise and fall, produc- 
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tion increases and decreases at will. 
The merchant cannot be suecessful if 
he buys in larger quantities than is re- 
quired to supply the demand of his 
community. 

“If it would require one year for a 
merchant to dispose of one dozen of 
an article that would cost $6 per dozen, 
it would be much better for him to 
purchase one-fourth of a dozen, as his 
investment of $1.50 would then be do- 
ing the work of $6, leaving $4.50 to 
pay for past due bills or to invest in 
other articles where the turnover would 
be four or more times a year. 

“The retail merchants of the country 
have taken the position that they are 
the purchasing agents for the consumer 
in their community. I rather like this 
view of the situation and would take 
the position that the wholesaler’s prov- 
ince is to act as a purchasing agent 
for his customer, the retailer. As the 
consumer should properly look upon the 
retailer as a necessary adjunct to his 
system of living, so should the retailer 
consider the wholesaler as a necessary 
branch of his business. You certainly 
would not think of discharging your 
purchasing agent each time you found 
a lower price being made on the goods 
he had bought for you.” 
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Consumer the Big Boss of All, 
Declares S. Horace Disston 


ber and dealer and that all three must work toward the supply- 

ing of the consumer needs, to effect economical] distribution, S. 
Horace Disston, vice-president in charge of sales, Henry Disston & 
Sons, Inc., Philadelphia, Pa., took up the subject of trade relations 
from the viewpoint of a manufacturer. 
for understanding between the three distribution factors; and some 
thoughts, efficient pricing and stocking and also commented on the 
Mr. Disston made this contribution following 


GS ‘ber ana that the consumer is the big boss of manufacturer, job- 


guarantee problem. 


the talks of E. M. Healey, L. F. Wolf and A. H. Nichols. 


In part Mr. Disston said: 


“It has been said that much of the 
difficulty in trade relationships grows 
out of misunderstanding. And it is true 
that a lot of troubles do develop 
through misunderstanding. But, as I 
see it, a much greater cause of unhap- 
piness in trade relationships is a lack 
of any understanding. 

“No man, who is working for his own 
advancement and for the good of the 
industry, has a right to assume a pos- 
itive position if he has given thought to 
only one side of the problem. It is up 
to us, in working for our own good 
through better relations, to make sure 
that we view each important problem 
as a whole. We must not decide that 
we favor one aspect until we are sure 
we understand the others. We must not 
be sure that we are right until we know 
why the other fellow thinks he is right. 

“None of us can make anything very 
much out of our work, either in satis- 
faction or money profit, unless we pull 
together in the service of our big boss, 
THE CONSUMER. 

“What the consumer wants—and 
what we all want—is economical distri- 
bution. By economical distribution I 
mean the delivery of reliable merchan- 
dise into the hands of the consumer, at 
the lowest price we can make that rep- 
resents a fair reward for the service 
we render. I think the consumer is 
willing to pay us a fair reward for our 
services and I believe that some of our 
present troubles are due to the fact 
that we sometimes fail to ask a fair 
price for the service we give. 

“In general, there are two plans of 
operation between which a merchant 


can choose for the conduct of his busi- 
ness. First: He can strive for volume 
at a low price and a correspondingly 
low profit on each sale. Second: He 
can conduct his business on a basis of 
a mark-up that covers costs and a liv- 
ing profit on the merchandise sold. 

“IT know much has been said about 
each of these operating policies. But, 
to me, the determining factor is the 
fact that the first is a speculative plan, 
while the second is a sound and, as far 
as possible, a non-speculative method 
of operation. 


Fair Price Desirable 


“If the manufacturer urges you to 
secure what seems to him to be a fair 
price for his merchandise, it is because 
his experience with customers in every 
part of the country, or the world, as 
the case may be, has convinced him 
that you cannot operate otherwise and 
build a successful business for your- 
self and, therefore, for him. _, 

“T have yet to see the first example 
of a merchant who effected any perma- 
nent good for his business by selling 
merchandise at less than its honest, 
true value, as a matter of consistent 
policy. 

“Closely related to the question of 
pricing our goods is the question of 
stocking them. I do not blame any 
merchant for wanting to operate on the 
lowest practical stock inventory. We 
all do. But I wonder sometimes if we 
know just where the line is. Appar- 
ently we have drawn a line above which 
we will, under no circumstances, allow 
our inventories to go, but have we made 


His talk embraced the need 





S. Horace Disston 


an effort to draw a line that will mark 
the lowest inventories with which it is 
safe to operate? 


The Guarantee Problem 


“As nearly as we can discover, the 
guarantee originally was devised and 
used by the makers of reputable mer- 
chandise as a surety and safeguard to 
the distributor and consumer. 

“The guarantee became an important 
force in distribution. It built up con- 
fidence between manufacturer, whole- 
saler, retailer and consumer. It facil- 
itated and, therefore, reduced the cost 
of doing business. But then the guar- 
antee came to be abused. 

“Every reputable manufacturer is 
willing and ready to stand back of his 
product. And every manufacturer who 
guarantees his product expects at times 
to be imposed upon. 

“Every time an item is_ replaced 
when it should not have been replaced 
the retailer, the wholesaler and the 
manufacturer have lost a_ rightful 
sale. And, in my opinion, the retailer’s 
loss, considering time and profit, is the 
greatest. 

“You men know, as well as I do, 
how often the open guarantee is used 
as a last resort by the fellow who can- 
not sell his goods any other way. If 
a retailer has standing with his trade, 
if he is known to carry good merchan- 
dise, his customers know he will make 
good on any shortcomings. He does 
not need to shout it at the top of his 
lungs that he guarantees what he sells, 
because his standing and reputation are 
the best guarantees ever written.” 








Q. C. Watson on Overcoming Competition 


F a manufacturer can at long range create a demand for a certain brand of goods in 
Clarendon, Tex., O. C. Watson, merchant in that town, said he would be a pretty 
poor merchant if he could not at close range overcome the demand for a brand 

competitive to a line he carries in stock. Mr. Watson said that he had only recently 
come to this conclusion, and he offered it to the Tuesday session for what it was worth. 











July 2, 1925 


HARDWARE AGE 


85 


Ass’n Activities Reviewed 
by Sec’y H. P. Sheets 


N his annual report secretary-treasurer H. P. Sheets reviewed the 

activities of various departments of the national organization. 

Beginning with the work of the recently created research de- 
partment the report in part follows: 

“In the twenty months of its existence, the Research Service has 
been able, among other things, to determine quite definitely the re- 
lationship between general business conditions and hardware price 
trends, the extent and effect of seasonal changes on retail hardware 
sales, how fluctuations in consumer buying power affect hardware 
sales, and to compare the growth of hardware business with that in 
other lines; to make a monthly compilation of hardware sales, collec- 
tion and credit data covering the territory coextensive with the re- 


tail hardware association. 


“Great credit for the progress of this 
service 1s due to the co-operation of 
those dealers who have furnished sales 
records for past years and who report 
their sales totals from month to month. 
The number who thus assist has grown 
every succeeding month, reaching the 
total of 561 in April, 1925, compared 
with 170 in May, 1924. 


Business Cost Survey 


“Reports from 1267 stores are repre- 
sented in this year’s study of retail 





Mrs. J. C. Stimmel and J. G. Stimmel, 
Columbus, Ohio 
hardware operating costs compared 


with 1248 in last year’s review of 1923 
experience. The principal difficulty 
confronted in making this survey is in 
getting complete and accurate returns 
from dealers. Because of comparisons 
involved throughout the study, it is ob- 
viously impossible to use any report 
that lacks any of the facts under con- 
sideration, or which gives only esti- 
mates. 
Store Planning Service 


“Requests for store planning service 
came from all the states except Ne- 
braska, Virginia and West Virginia. 
The largest number came from New 
York, the two states next in order be- 
ing Indiana and Michigan. A total of 
321 members were served, 45 more than 
during the previous year. 

“This service prepares special plans 
to fit individual cases, making a nomi- 
nal charge therefor, or furnishes at no 
charge printed plans and specifications 
of standard size most nearly fitting the 
applicant’s conditions. Special plans 
supplied last year included 50 for 
stores, 18 for store fronts and 18 for 
fixtures. Stock plans included 93 for 





stores, 17 for store fronts and 203 for 
fixtures. 

“Complete building plans were fur- 
nished two members. This service was 
offered last year for the first time, un- 
der an arrangement with an Indian- 
apolis architect which saves members 





E. Johannessen, Baltimore, Md. 


about half the charge customarily made 
for building plans. 

“Notwithstanding the fact that trade 
name lists are furnished to state sec- 





D. Fletcher Barber, 
Mass. 


and Mrs. 


Newton, 


Mr. 


retaries and members are urged to use 
their state offices as much as possible, 
Information Service received 2,400 in- 
quiries last year, a gain of 150 over 


the preceding year. More than the 
usual number pertained to implements 
and implement repairs. 

“Sales Promotion Service prepared 
the book, ‘Retail Hardware Sales Let- 
ters,’ recently published by the Na- 
tional Association for distribution by 
its affiliated organizations. The book 
contains 90 letters covering the prin- 
cipal hardware lines, indexed and ar- 
ranged in seasonal order. They may 
be used substantially as they appear, 
or as a basis for letters written by the 
user. They fill a long-felt, and often 


expressed, want in the retail hardware 


trade, and do it in a practical, usable 
form. The book was produced in com- 
pliance with a demand for it as voiced 
by the state secretaries through con- 
ference action. 

“The only special effort of the year 
on ‘Gifts of Utility—Hardware’ as a 
trade slogan was the _ distribution, 
through state secretaries, of cut-outs 
for holiday use. In November 2,620 
sets were put out, each set including 
two large and four small cut-outs, mak- 
ing a total of 15,600 pieces. They were 
in two colors and presented a pleasing 





C. E. Tompkins, Western Cartridge Co., and 
W. S. Fiss, U. S. Cartridge Co. 


? 
appearance which harmonized _ well 
with holiday window and interior trims. 

“Continuing our effort for the correct 
reflection of business practices’ in 
arithmetic teaching, we reviewed in the 
last year 102 arithmetic text books 
which averaged 250 pages. Each book 
was reviewed twice to discover all 
problems, definitions and explanations 
relating to retail transactions. Every 
reference found to be inconsistent with 
the facts of business practice and which 
would mislead the pupil as to profits 
was checked for revision. In 82 of the 
102 texts there were misleading state- 
ments or implications. 

“For each text reviewed and found to 
contain misleading examples a report 
was prepared, citing by full quotation 
the objectionable passages and in each 
case clearly pointing out the erroneous 
phraseology and suggesting the correct 
style. Such revisions were written for 
4,500 problems. A major recommenda- 
tion was the substitution of ‘margin’ 
for ‘gross profit.’ 

“Copies of the suggested revisions 


(Continued on page 112) 
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R. W. Hatcher Elected President Suceceding 
George M. Gray 


W. HATCHER, Milledgeville, Ga., was elected president of 
R. the National Retail Hardware Association, at the closing 

session of the Philadelphia Congress. He succeeds retiring 
President George M. Gray of Coshocton, Ohio. Mr. Gray was chosen 
president at the San Francisco Congress held in 1924. 

The new president began his career as a hardware merchant at 
Macon, Ga., in the early nineties—having, according to the old 
standard, served an apprenticeship in an old-established hardware 
business at that point. He was promoted through various depart- 
ments, eventually entering business for himself at Milledgeville, 
Ga., in 1901. 

Beginning there in a small way, the business under his efficient 
direction has grown until it now occupies a three-story building 
erected by him especially for a hardware store. Besides the Mil- 
ledgeville establishment, Mr. Hatcher is also vice-president of the 
Hatcher Hardware Co., Macon, Ga., and of the Miller Hardware 
Co., at Sparta, Ga. 

Mr. Hatcher’s association activities began with the presidency in 
the Georgia Retail Hardware Association, which was organized in 
1906. He later served as president of the Southeastern Retail 
Hardware and Implement Association, which is an affiliation of the 
four State associations of Georgia, Alabama, Florida and Tennessee. 

He was placed on the board of governors as a director of the 
N. R. H. A. at the Pittsburgh Congress in 1919, and last year at 
San Francisco was elected vice-president. 
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Hugh McKnight Elected 
N. R. H. A. Director 


UGH F. MCKNIGHT, 
Pittsburgh, Pa., past 
president of the P. A. 

S. H. A., was elected to the 
Board of Directors of the 
National Retail Hardware 
Association at the Philadel- 
phia Congress. This election 
fills the vacancy caused 
through the elevation of Ho- 
bart R. Beatty, Clinton, IIl., 
who was chosen as vice- 
president. 

The board of directors 
now consists of W. B. Allen, 
Palo Alto, Cal.; R. J. Atkin- 
son, Brooklyn, N. Y.; 
Thomas B. Howell, Rich- 
mond, Va.; W. L. Hubbard, 





Huch F. McKnight 


Scottsburg, Ind.; Arthur C. 


Lamson, Marlboro, Mass.; 
Hugh F. McKnight, Pitts- 
burgh, Pa.; J. Charles Ross, 
Kalamazoo, Mich., and 
George W. Schroeder, Eau 
Claire, Wis. 

George M. Gray, Coshoc- 
ton, Ohio, retiring president 
of the N. R. H. A., goes on 
the advisory board with 
Hamp Williams of Hot 
Springs, Ark., and Charles 
H. Casey, Minneapolis, Minn. 
The advisory board consists 
of the last three former 
presidents. 

Past President Matthias 
Ludlow, Newark, N. J., was 
chairman of the nominating 
committee, which prepared 
this slate, which was accept- 
ed unanimously, the secre- 
tary casting one ballot. 
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Personal Contact the Best Weapon Against 
Chain Store Competition 


NLY the individual store can give personal, 
definite contact and service to the customer, 
declared W. N. Taft, editor, Retail Ledger. 

Philadelphia, Pa., at the Thursday session in offer- 
ing some thoughts on chain store methods. This 
fact, the speaker said, gave the independent store 
an exclusive and definite advantage over the 
= operation of chain store organiza- 
ions. 

The speaker commented on the scientific selec- 
tion of store locations as one of the advantages 
enjoyed by chain store organizations. While this 


is very expensive, and possibly not practical for 
the individual dealer, the speaker urged hard- 
ware retailers to communicate with friendly rea! 
estate brokers as a means of obtaining better 
store locations. 

Chain stores buy more carefully, and seldom 
have any clearance sales because their stock is 
always being turned over, said Mr. Taft. He ad- 
vocated strongly the maintenance of accurate 
accounting figures and stock records which he 
likened to the compass of a ship—equally as valu- 
able if used and just as worthless if ignored. 





Hobart R. Beatty Chosen 


National Vice-President 


OBART R. BEATTY, Clinton, 
Ill., was chosen vice-president of 


the National Retail Hardware 


Indianapolis in 1926 for National 


Congress 


NTHUSIASTIC approval was accorded the announcement that Indianapolis, 


Association at the Philadelphia Con- | | 
- Ind., had been chosen as the convention city for the twenty-seventh annual 


gress. Mr. Beatty has been very ac- 


congress of the N. R. H. A. The announcement came from Hobart R. 


tive in national association work, hav- Beatty, Clinton, Ill., who was chairman of the place of meeting committee. 


ing been a director for several years. 





He is a past president of the Illinois 
Retail Hardware Association. 





Ex-President’s Chorus Sang 
Farewell to George Gray 


S retiring president, George M. 
A Gray, Coshocton, Ohio, was about 
to hand over the gavel of au- 
thority to the newly elected president, 
R. W. Hatcher, a chorus consisting of 
several ex-presidents took the floor 
and sang a farewell song to the retir- 
ing officer. The tune used was “Dar- 
ling Nellie Gray,” but the chorus sang 
it “Darling George Gray.” 

Mr. Gray was elected president of 
the N.R.H.A. at the San Francisco 
congress held last year. He rose from 
the vice-presidency which office he held 
in 1924. For ten years he had served 
as a member of the board of directors 
and was also a past president of the 
Ohio Hardware Association. 

Mr. Gray operates two retail hard- 
ware stores very successfully and is the 
secretary of the Ohio Hardware Mu- 
tual Insurance Co. 

George Gray has been active in hard- 
ware association work since its incep- 
tion in the field. He was one of the 
original organizers of the Ohio Retail 
Hardware Association. The movement 
spread to other States and culminated 
in the organization of the National Re- 
tail Hardware Association. He has 
visited practically all of the State asso- 
ciation conventions and is - personally 
known to thousands of individual hard- 
ware merchants. 


St. Louis, Mo. was also considered, 
and has been recommended for the 1927 
congress. The fact that the national 
office is in Indianapolis was a deciding 
factor in planning the meeting to that 
city. 

The Hoosier chorus consisting of the 
Indiana delegation songs 


sang two 
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H. G. Blodgett, Hardware Age, 
Campbell and F. E. G 


. 
%, 
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E. A. McKenna, North Bros. 
reen, Fayette R. 


about that famous state with a verse 
of welcome to Indianapolis. N. A. 
Gladding, vice-president, E. C. Atkins 
& Co., that city, thanked the congress 
for its acceptance of Indianapolis for 
1926 and promised that manufacturers, 
merchants and others of that city 
would have a cordial welcome awaiting 
the congress of 1926. 
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Mfg. Co., F. L 


Plumb, Inc., and A. J. Steltz, North 


Bros. Mfg. Co. 
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C. A. Tope, past president, Ohio Hardware Association, Mrs. C. A. 
Rasbinder, Miss Helen Stewart and R. 


R. M. Stewart, Mrs. R. D. 


Tope, Mrs. 
M. Stewart, 


all of Carrollton, Ohio 
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Ladies to the Left— 
Gentlemen to the Right 


Roberts & Waltz, of Brookings, S. D., Prove That It Pays to 
Cultivate the Feminine Trade 


GOOD many years ago some “wiseacre”’ 

made the statement that ‘a hardware store 
” is a man’s store” and apparently a large 
proportion of the hardware retailers through- 
out the country have been doing their best to 
live up to that reputation ever since. At any 
rate there seems to be a lamentable lack of effort 
on the part of many dealers to attract women’s 
patronage to their stores and this is particularly 
true of the dealers in the smaller towns. A lot 
of small town stores have until recently evidently 
been run on the theory that in order to success- 
fully cater to the farmer trade of the community 
that it was necessary to maintain a “hang-out” 
where stories could be swapped and expectorating 
on the floor could be practiced with impunity. 
It could hardly be expected that many women 
would enter such an atmosphere. 


However, the old order is rapidly changing and 
dealers everywhere are exerting every effort to 
make their stores attractive to feminine cus- 
tomers. A good example of the handling of this 
more recent merchandising problem is to be 
found in the store of Roberts and Waltz of Brook- 
ings, S. D., a town of about 3000 population. 

About four years ago when the firm first started 
in business, P. W. Waltz, who is the active man- 
ager, decided upon literally using half of his store 
in his bid for women customers. Accordingly 
the entire left hand side of his storeroom, which 
is about 30 x 125 ft., is devoted exclusively to such 
items as dishes, glass ware, kitchen ware, laun- 
dry supplies, ranges, oil stoves and household 





furnishings. On the right hand side are the tools, 


(Continued on page 129) 
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Fighting Locusts With 
Sheet Steel 
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“The locusts are coming!”’ 


These words are a war-cry in the Argentine. A 
whole army swings into action; the general staff issues 
orders and bulletins; telegraph wires hum; companies 
of men rush to the battle front by train or motor truck. 
Miles of breastworks are thrown up over night and the 
entire population of the invaded district is comman- 
deered to fight this plague, which is one of man’s oldest 
enemies. 

Here in the United States we employ poison sprays 
and flaming torches, deadly gases and powdered arsenic 
against the corn-borer, the gypsy moth or the boll 
weevil, to mention but three divisions of that insect 


army which invades the country each spring. In the 
Argentine they have locusts. 
Billions on billions of .them sweeping 


everything before them like a forest fire; devastating 


How 


WRATH Ce ee ec Ue 


the Argentine Government 
Uses Zinc-Coated Sheets and 
Military Methods to Com- 

bat the Insect Plague 


thousands of acres and destroying millions of dollars 
worth of grain and other property; bringing the fear 
of famine into countless homes. It is a very real war- 
fare that this South American republic wages against 
the locust. 

Hostilities began long before the Spaniards and the 
Portuguese settled the southern continent, and no truce 
has ever been made. There are always locusts in some 
part of the Argentine. Every seventh year, in accord- 
ance with Biblical tradition, these winged battalions 
reach their maximum strength, as though they had 
been mustering all their forces for the grand assault. 
But even the regular onslaught of the other six years 
is terrifying. 

It is in the spring that the attack begins. From 
the mountains of Bolivia to the north come three well- 
defined columns of locusts in search of food. By July 
































Tons of “Hoppers” Trapped by the Steel Barriers, Ready for Pit Burning 
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they have reached the fertile fields of the Argentine. 
Each column flies a short distance and alights to eat 
and lay eggs in the warm ground. Having stripped 
the earth bare around the first camping ground, they 
take their flight, descending at night to eat everything 
in sight and then push on. 


Dangerous Ages 


The life of a locust is about 220 days. It passes 
through several stages. Hatched after 25 to 35 days of 
incubation in the earth, it is, for a limited period, in 
the larvae stage. Then it becomes a “hopper” and 
at 60 days it is fully grown and fledged with wings. A 
single female, at the time of her death, will have about 
35,000 active descendants and her other progeny in 
various stages of incubation will bring the number of 
locusts for which she is directly responsible up to about 
250,000. Thus long before the original swarms have 
reached the limit of their southern invasion, new armies 
are springing from the ground at their rear, each of 
which in turn proceeds to lay more eggs and thus hatch 
newer armies, ad infinitum. 

It is these fresh armies that are most dreaded, and 
against them the chief energies of the defensive troops 
are directed. When locusts reach the flying stage, 
practically nothing can stop them. But there is a 
period of about a month after the eggs are hatched 
during which the insect is unable to rise from the 
ground. This is the vulnerable spot at which the 
hordes are attacked. Unless they can be controlled 
while in this “hopper” stage, there is little hope for the 
crops of the infested region. 

In gigantic black swarms that make the very earth 
seem alive with an undulating, liquid motion, the bil- 
lions of newly hatched “hoppers” crawl across the 
country, stripping the ground of every vestige of vege- 
tation; transforming green fields into brown barren 
earth. And then they run against a barrier. 
They are stopped. Once more man’s ingenuity has 
come to his rescue and the locust armies go down to 
destruction. 

Other countries which suffer from the locust plague 
have tried in vain to stop the insects by grass fires, by 
trapping them in nets, by sending flocks of sheep to 
trample on them and even by pouring over them a soap 
solution which chokes them. The Argentine has found 
a better method. 


Armor Plate for the Pampas 


The barrier which holds the locusts at bay is simply 
constructed. A row of thin galvanized steel sheets 
about a foot and a half high is placed firmly on edge 
on the ground and locked together to form a wall. 
Over this obstruction the crawling insect cannot Jump 
or climb. Each sheet is punched with two holes in each 
end; through these holes a small metal clamp is inserted 
to hold the sheets together. A spike is then run 
through the clamp to make the wall firm. The whole 
is a light and portable construction which is easily 
shipped from one sector to another. 

This method has been in use some fifteen years. 
The original sheets were purchased abroad, but the 
new armor-plate for the pampas was “made in the 
U. S. A.” The American Sheet & Tin Plate Co. re- 
cently furnished 15,000,000 of these sheets to the Ar- 
gentine Government through the United States Steel 
Products Co. Though not standard size, these sheets 
offered no production difficulties, as the regular Apollo 
sheets were simply cut to size: 457 x 1500 mm. (18 x 59 
in.) of No. 26 gage. These sheets were packed twenty 
to a bundle for convenience in handling at the “ar- 
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senals” along the front. The order was placed in Octo- 
ber, 1924, and shipments began immediately, the com- 
plete transaction involving 39,000 tons of sheets. 

When one considers that this quantity is sufficient 
to provide two sheets for every man, woman and child 
in the Argentine, it will be seen that the problem of 
erection is not simple. This coat of mail for a nation 
would form a single breastwork some 14,000 miles long! 

The headquarters of the home defense army in the 
Argentine is known as the Defensa Agricola, or Agri- 
cultural Protective Department, with offices at Buenos 
Aires. The general staff is known as the Central Lo- 
cust Defense Committee. Local inspectors are posted 
at strategic positions, and every farmer appoints him- 
self a scout. 

When the first locusts are sighted in the north, tele- 
graphic warnings are sent out from headquarters stat- 
ing the direction of the attack and outlining plans of 
defense. The law compels every landholder to do his 
part in the work. All necessary labor is commandeered 
and under the direction of agents of the Defensa Agri- 
cola, the barriers are rushed into place. Sometimes 
the farmers are able to destroy the eggs by staking off 
the egg districts, ploughing the land and burning it 
over. But these efforts are not always successful and 
it is not always possible to determine where the eggs 
have been laid. 


Miles of Metal 


And so the first and last line of defense is the row 
of steel sheets, of which stocks are maintained in towns 
in threatened districts. Reserve supplies are held at 
railroad junctions behind the first line. The main 
stocks are held at Buenos Aires and are shipped out as 
requested by district inspectors. They are loaned to 
municipalities or individual farmers at a merely nom- 
inal charge to insure their return after the battle is 
over. 

Whole districts are fenced in. Miles of shining 
metal stretch across the countryside. Once the locusts 
are checked by these breastworks, the rest is easy. 
Driven by the urge of hunger, the mighty army of 
“hoppers” crawls to its own destruction in huge pits 
previously prepared. The final coup is administered by 
burning with oil or chemicals. 

The farmers are paid a bounty of about ten cents 
per 100’pounds for the dead bodies and this costs the 
Government a pretty penny, for in one recent year 
when the plague was not unusually bad, more than 
60,000 tons of “hoppers” and about one-third this 
amount of larvae were accounted for by the Defensa 
Agricola. A. M. Ojeda, Argentine Consul at Chicago, 
recently estimated that it costs his Government more 
than $10,000,000 every year to carry on the war 
against these insects. Nor is the Argentine the only 
country which has a locust bill to face. In India, 
Africa, Palestine, Mexico and our own Philippines, the 
damage done by these voracious midgets is enormous. 
Trains are frequently held up in Mexico on account of 
the swarms of locusts crosing the tracks. 

Reports from South Africa are that vast armies of 
locusts are collecting for a great migration into the re- 
gions between the Orange and Zambesi Rivers. They 
threaten to invade the agricultural districts and are 
causing consternation among the farmers. 

India likewise suffers from these pests, which orig- 
inate in Central Asia and fly over the Himalayas into 
Hindustan. In 1903 a swarm fell upon Bengal and laid 
waste an area of over 25,000 square miles. The prov- 
inces of Madras and Bengal are the chief sufferers. 
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More Than 60,000 Tons 
of Locusts Are Checked 
by the Steel Sheets, 
Raked in Piles and 
Burnt Each Year. This 
shows how a _ typical 
plantation looks “be- 
fore and after” the in- 
sects have been stopped 


This year is reported to be a “big year” for the locusts forced to spend large sums to keep the locusts from 
in India. damaging their crops. 

They have appeared in large numbers in the Phil- In one form or another these lands pay the bill pre- 
ippines. The struggle is going on in several provirces, sented by the locusts. The method of the Argentine 
those most heavily infested being Bohol, the Ilocos seems to be the least expensive, and doubtless other 
provinces and Cagayan and Isabela in northern Luzon. countries will come to recognize the advantages of the 
The sugar plantations in these districts are already ounce of prevention which works so well. 








Newspaper Gathers Radio Information from Dealers 


ECENTLY one of the metropolitan daily newspapers located in a city in the middle 
west sent, for purposes of its own, a questionnaire to every known dealer handling 
radio in that city and the trade territory within a radius of 150 miles. The re- 

sults of this questionnaire should prove interesting and instructive to every hardware 
merchant for they show in a large measure the trend of radio merchandising. 

The first question was, ‘Are you an exclusive radio dealer?” Of the answers received 
only 13 per cent replied in the affirmative while 87 per cent said “No.” In other words, 
apparently radio is more profitable when sold in conjunction with some other lines of 
merchandise. 

Another question had to do with the number of sets in each dealer’s district and 
while the tabulated answers are of necessity somewhat of a guess, the figures compiled 
showed a total of 37,191 crystal sets and 176,605 tube sets in the territory covered. With 
this number of sets already sold, 93 per cent of the dealers reported that it was their 
opinion that sales were steadily increasing. 

Ninety-three per cent of the dealers install the sets they sell and only 49 per cent 
have found it necessary to sell the higher priced sets on the installment plan. 


December, January, November and February, in the order named, seem to be the 
best selling months, running far ahead of the others. 
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The Paris Exhibition of 
Decorative Arts 


By Saunders Norvell 


Paris, June 12, 1925. 

HAVE been so taken up with personal busi- 

ness that it is only this week that I have 

found time to visit the Paris Exhibition. It 

is a shame, too, for it is well worth seeing and 
studying. 

This exhibition is a small one. In size it does 
not compare with Wembley in London. It is de- 
voted to decorative arts only. One can see it 
without becoming worn out as in the extensive 
World’s Fairs. Therefore the mind remains fresh 
and receptive and impressions are clear and well- 
defined. 

The exhibition surrounds the Bridge of Alex- 
ander III and the Seine passes through the 
grounds. It is very centrally located. As you 
enter at one end of the Bridge you see, towering 
straight ahead, the Dome of the Invalides where 
Napoleon sleeps. To the right, against the even- 
ing sky, are the double towers of the Trocadero 
and the graceful lines of the Eiffel Tower. 

These buildings are simply reminders of great 
days that are past. The exhibition is very much 
of the present. A new era and a new art are 
being expressed. The visitor who walks over the 
Bridge Alexander III must forget the glory that 
was Greece with its Corinthian columns and clas- 
sical forms, and open his mind to new impres- 
sions of art and beauty. 

As we followed the quiet, orderly crowd, my 
friend from London, a very practical man of af- 
fairs, with an abounding sense of humor, re- 
marked: “There’s something very funny about 
the Bridge Alexander III. You know, the Rus- 
sion Emperor came to France to sell the French 
people a whole lot of Russian bonds. He was 
feted tremendously by the French. He sold the 
bonds and carried back the hard-earned and care- 
fully-saved French cash to Russia. Then the 
French, in grateful remembrance, erected this 
bridge over the Seine and named it in his honor. 
He was a salesman, all right, but not one cent of 
those bonds was ever paid. Along came the Rus- 
sian Revolution. They squared their books on all 
past obligations and took a fresh start. Some 
financiers!” I wondered how many of the thou- 
sands who tramped over this beautiful bridge 
ever heard its story. 

The artists of the world are seeking new forms 
of expression. They want a new art. I could 
feel that they are succeeding. This exhibition 
gave me a new thrill. I, too, am weary of the old 
forms of architectural art that have obsessed 
mankind since the Greeks, the Romans and the 
Goths. Why should we be chained to the past? 
With electricity, steam, radio, elevators, automo- 


biles, telephones and airplanes, why should we not 
also have a new architecture and a new form of 
interior decoration expressing our newer and 
more vivid realization of life? 

The French artists have worked fearlessly, not 
only with new form and new lines, but strikingly 
with color and light! I will not attempt to de- 
scribe the buildings except to say that they are 
using modern things in a modern way. Here, 
for instance, is a square building, very simple and 
plain in its lower stories, but blossoming out into 
balconies, windows and flower gardens in its top 
floors. At each corner is a sort of tower. In 
these corner towers are fast, luxurious elevators 
taking the people rapidly to the best floors at the 
top, where sunshine, light and air are to be had! 
Without elevators, people necessarily lived on the 
ground, but why do so with elevators? These 
buildings answer the common sense demand for 
better light and air, but they do look “funny” to 
our eyes because we are accustomed to something 
else. The artist just turns an old-fashioned 
ground floor building upside down! 

We all know that brilliant colors, harmoniously 
arranged, give delight to poor human beings. In 
the past all was sad and gray—coal smoke—and 
drabness. “Why not make our buildings color- 
ful?” asks the artist. So he profusely uses color 
—red, blue, gold, silver—and we are happier. 
We are stimulated. We feel young again. Why 
not? Why should our cities and villages not be 
full of color? God loved color or He would not 
have made the flowers! 

With electric lights, we can have light 
everywhere. “Why not useit?” asks the modern 
artist. So he lights buildings, monuments and 
fountains from the bottom, from anywhere— 
wherever he thinks he can get the best effects. 
It all looks “funny” to our unaccustomed eyes, 
but it is beautiful. Then why not? When the 
sun shines through a stained glass window, those 
inside the church enjoy the beauty. “But,” says 
this modern artist, “there are more people outside 
than inside, so we will make our stained glass 
windows with electric lights behind them in order 
that people passing in the streets at night can 
enjoy the beauty.” Why not? Why not more 
beauty, more beauty, more beauty, for this un- 
happy, ignorant world? 

The rainbow for countless ages has been the 
symbol of beauty in color. “Let us use the rain- 
bow,” says the artist. So he arranges fountains 
and waterfalls with colored glass and electric 
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Bringing in the Tardy Dollars 


ACTS and statistics gath- to extend every consideration and 


ered from hardware mer- 

chants from various parts of 
the country show that the col- 
lections of overdue accounts it, 
as a rule, slow. 

The Conly Hardware Company 
was no exception. This firm 
found itself with several thous- 
and dollars out on account. While 
a few of the accounts were from 
four to five months in arrears, the 
majority of them were from one 
to two years behind. These old 
outstanding accounts ranged from 
$10 to as high as $1,000, while 
there were some only three or 
four months old which ranged 
from $5 to $35. Some of these 
were with customers who resided 
in other cities. Some plan had 
to be evolved whereby these long 
outstanding accounts could be 
closed. 

The head of the firm realized 
that all of the customers could 
not be handled in the same man- 
ner. Every one of the delinquent 
accounts had certain individual- 
ities, hence they could not be con- 
sidered collectively. The basic 
principle involved in collection 
procedure is the effect the method 
has upon the customer’s mind. 
The “campaign” was divided into 
a series of personal interviews 
and letters. The intention of the 
interview was to talk matters 
over in a friendly way and en- 
deavor to arrange some kind of 
an adjustment. The customer 
was made to feel that the store 
realized that he had other obli- 
gations to meet and would be glad 


courtesy possible. 

The series of letters used was 
prepared by the writer. They 
are given below. Perhaps you’ll 

















No. 3 
Dear Sir: 

We have endeavored to make 
it clear to you in our letters that 
it is our desire to act with fair- 
ness concerning your account. 

In the ordinary course your 
account, being much overdue, 
would have passed into a stage 
before this where the legal aspect 
would: begin to present itself. 
However, your account yet re- 
mains on our books as one that 
is due and payable. 

Will you not take steps to let 
us put your account in good 
standing? We believe you will 
act promptly in this matter. 

Sincerely yours, 


No. 1 
Dear Sir: 
Haven’t you forgotten some- 
thing? 


There is a balance on your ac- 
count of (amount inserted here) 
which has been due since (date 
here). 

No doubt you will arrange to 
make a payment or settlement 
this week. 

Sincerely yours, 
(Firm Name) 














No. 2 
Dear Sir: 

There must be some _ good 
reason why we have not heard 
from you in regard to your ac- 
‘count. We would appreciate at 
least a small payment. 

We always try to be accommo- 
dating to our customers, but at 
the same time such accommoda- 
tion calls for recognition. We 
believe that you know this quite 
as well as we do, and we expect 
to hear from you in the very near 
future. 

Why not come in and talk 
matter over with us? We will be 
as fair to you as you are to us. 
If the whole amount cannot all 
be paid now we'll be as easy as 
possible under the circumstances. 

Insistently yours, 





find an idea here that you could 
use. 

Starting with letter No. 1, the 
letters were sent out with bills 
each Monday morning, until the 
account was paid or settled satis- 
factorily. It was found neces- 
sary to vary the composition of 
the letters in order to comply 
with conditions in some cases. 
With the fourth and last letter, if 
such was necessary, a blank prom- 
issory note, or sight or time draft, 
was inclosed for the convenience 
of the customer. 

A record was kept of the ac- 
counts on cards so that the com- 
plete history of the case could be 
readily seen. On this card was 
placed such information as name 
and address, phone number, 
where employed, amount due to- 
gether with last payments, date 
interviewed, collection letters 
sent and space for other remarks 
and information. 

The results of the campaign 
were encouraging. A number 
paid their account in full while 
many others paid a part of the 
amount due and in most cases 
agreed to pay the remainder in 
regular monthly or weekly install- 
ments. The largest check re- 
ceived was for $675 and the small- 
est for $1.75, the average being in 
the neighborhood of $50. It is 
interesting to note that legal ac- 
tion was not necessary in a single 
case. Most of the customers 
seemed quite anxious to have their 
accounts properly adjusted. 








No. 4 
Dear Sir: 

Of course you know an account 
that is not paid cannot always 
be regarded in an impassive way. 
Action of some kind must finally 
result. We have written repeat- 
edly on this matter, and it seems 
to us that we have given you every 
opportunity to show us that you 
are concerned about your obliga- 
tions. 

A matter of ten days yet stands 
in your favor, which means that 
you have an opportunity to act 
in that time. After that date the 
account passes into the hands of 
our attorney. 

Insistently yours, 
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President Denies That National 
Economy Hurts Business 


Declares Unnecessary Taxation Is Greatest Obstacle to Prosperity— 


House Will Tackle Reduction Problem in October 


WASHINGTON, June 29, 1925. 

F the political leaders of either 

party had figured on stealing any 

part of President Coolidge’s national 
economy and tax reduction thunder by 
rushing into print with pledges ad- 
dressed to the dear people they have 
by now reached the conclusion that the 
effort was in vain. In a most compre- 
hensive address delivered before the 
Business Organization of the Govern- 
ment, made up of executive heads of all 
the departments, the President during 
the past week effectively copyrighted 
the entire subject. 

The Business Organization is but an 
infant. It came into being four years 
ago with the creation of the budget 
system, and its function has been to co- 
operate with the Director of the Budget 
in bringing about every possible form of 
national economy. 


Big Decrease in National Debt 


During the fouryears that have passed 
since General Dawes organized the 
Budget Bureau the annual expenditures 
have been reduced $2,081,000,000 and 
the public debt has decreased $3,426,- 
000,000. Expenditures for the fiscal 
year beginning July 1 next are reck- 
oned at $3,375,000,000, or $125,000,000 
less than the expenditures for the year 
now closing, notwithstanding a substan- 
tial increase in the population and in 
the general commerce of the country. 

The estimates for the fiscal year end- 
ing June 30, 1927, are now being com- 
piled by the Budget Bureau. The Pres- 
ident gives his assurance that they will 
be held within $3,080,000,000, or $420,- 
000,000 less than for the current year. 

The drastic economy enforced during 
the year now ending will result in a 


surplus for the twelve months closing | 


on June 30 of $200,000,000, an increase 
of nearly 100 per cent over the esti- 
mate made by the Treasury Department 
last January. For the coming year the 
surplus will approximate $300,000,000. 

Every dollar of the money thus saved, 
President Coolidge believes, belongs to 
the taxpayers of the country. For this 
reason in his speech before the Busi- 
ness Organization he pledged himself to 
recommend to Congress at the session 
beginning December next a radical re- 
vision of taxation which, it is believed, 
will lift not less than $300,000,000 a 
year of the people’s burdens. 

Of course these wonderful accom- 
plishments are only possible through the 
enforcement of Spartanlike economies 
in every department of the public ser- 
vice. In some directions cabinet offi- 
cers have felt the pinch in the restric- 
tion of pet projects and in the cutting 
down of personnel that has at times 
proved decidedly inconvenient. 

















By W. L. Crounse 


Criticize Coolidge’s “Tight-Wad” 
Policy 


Some little propaganda has been gen- 
erated in Washington to the effect that 
what the President’s critics are pleased 
to call his “tight-wad policy” has had a 
depressing effect upon the general busi- 
ness of the country. From more than 
one quarter has come the suggestion 
that business would receive a decided 
stimulus if the President would “loosen 
up a little.” 

But Mr. Coolidge is adamant. He is 
convinced that taxation is the most re- 
strictive force with which business is 
called upon to contend and that if tax 
reduction depends, as it must depend, 
upon national economy, then national 
economy is the best thing in the world 
for business. On this point the Presi- 
dent, in addressing the Business Organ- 
ization, said: 

“T have been unable to determine how 
reduction in taxes is injurious to busi- 
ness. Each tax reduction has been fol- 
lowed by a revival in business. If there 
is one thing above all others which will 
stimulate business it is tax reduction. 

“If the Government takes less private 
business can have more. If construc- 
tive economy in Federal expenditure 
can be assured it will be a stimulation 
to enterprise and investment. 

“Four years of effort have been 
marked by four years of accomplish- 
ment. They have been years of toil, but 
have yielded a full harvest. What re- 
ward could be greater than the relief 
which has been given by the taxpayers, 
and the prospect of their further re- 
lief? What reward could be greater 
than their faith in you? 

“There can be no interruption in this 
effort for constructive economy in the 
Federal business. To this we are dedi- 
cated. It is an effort to enrich the 
lives of the people we serve. There 
could be no nobler purpose.” 


Ways and Means Committee 
to Meet October 19 


HAIRMAN GREEN of the House 

Ways and Means Committee is 

backing the President to the hilt 
in his campaign for tax reduction. By 
Mr. Green’s order his committee will 
meet on Oct. 19 to draft a tax reduction 
bill. 

Public hearings will be held for two 
weeks, the committee will then go into 
executive session and a complete, well 
balanced measure will be ready for Con- 
gressional consideration when the new 
Congress convenes Dec. 7. Mr. Green 
believes the bill will pass the House 
before the holiday recess and will be- 
come a law in time to apply to incomes 





earned in the calendar year 1925, the 
first tax payment on which will be due 
March 15, 1926. 

Secretary Mellon is assembling a 
force of Treasury experts to work dur- 
ing the summer with experts employed 
by Mr. Green’s committee in reviewing 
the technical features of the revenue 
law and in suggesting amendments to 
its administrative provisions. Never 
before in connection with the framing 
of a tax reduction bill has the Ways 
and Means Committee made such elab- 
orate advance preparations and never 
has it received such hearty assurances 
from the leaders of both the big parties 
in Congress of nonpartisan support in 
wiping out every atom of unnecessary 
taxation. 


National Chamber Opposes 
Federal Estate Taxes 


AN important matter that will be 
IX brought to Chairman Green’s early 
attention is the outcome of a referen- 
dum just taken by the Chamber of 
Commerce of the United States dealing 
with the subject of dual taxation on the 
part of the States and the Federal Gov- 
ernment. By an overwhelming vote the 
business organizations which make up 
the membership of the National Cham- 
ber voted that the Federal Government 
should repeal its present estate tax, 
should refrain from imposing estate 
and inheritance taxes in the future and 
should join with representatives of the 
States in coordinating their taxation 
systems. 

“Death taxes have, by an unbroken 
series of precedents, been recognized as 
exclusively a field for State taxation, 
except in time of war emergency,” the 
committee submitting the referendum 
report to members of the Chamber ‘con- 
tended. “At present State taxes on in- 
heritance and estates are numerous 
and burdensome.” 


Results in Multiple Taxation 


These taxes form an appreciable part 
of the current revenues of many of 
the States, the committee found, and 
their imposition by the Federal Gov- 
ernment brings about “multiple taxa- 
tion of estates and still further con- 
fuses a situation which is already cha- 
otic due to the conflict of State laws.” 
Federal income from such levies, the 
report added, “has never formed more 
than an insignificant portion” of its 
total ordinary revenues and “is no 
longer necessary in order to balance 
the national budget.”’ 

In setting forth a general principle 
of coordinating national and State tax 
systems, the committee asserted that 
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confusion growing out of dual taxation 
was particularly obvious in relation to 
corporation, income and death taxes. 

“It is conceivable that should this 
condition continue without check,” it is 
said, “there may develop the same com- 
petition between the national Govern- 
ment and the various States in regard 
to certain types of taxes; that is, each 
will tax the minimum on the theory 
that if it does not collect the tax, the 
other jurisdiction will.” 


Substantial Cut in Special 
Tax Collections 


N connection with the tax reduction 
program now in prospect a bulletin 
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reau showing the collections of so- 
called segregated taxes in May, 1925, 
as compared with the same month of 
1924, is of special interest. This state- 
ment shows total collections for May 
of the current year of $12,805,946, a 
loss of nearly $4,000,000 as compared 
with the same month a year ago. 

The act of 1924 repealed the taxes on 
the articles for which receipts are 
shown in May, 1924, but not in the cor- 
responding month of the current year. 

This loss, however, is due almost en- 
tirely to the repeal of certain taxing 
provisions by the terms of the revenue 
act of 1924. Following is the sched- 
ule of the collections: 
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Sound Business Policies 


Should Guide Retailers 


(Continued from page 65) 


dealer should be thoroughly debated 
before being asked to be a contributor 
to them. 

“Goods should be marketed at all 
times through reliable distributors, and 
if not sold in this manner a margin 
beyond the distributor’s price should 
be secured in order to have the dealer 
retain the confidence of the buyer, who 
is often a customer for many other of 
the retailer’s lines. 





issued by the Internal Revenue Bu- 





May, 1924 
$1,098,427.70 


Segregated Taxes Collected 


Automobile trucks and automobile wagons........... 


Other automobiles and motorcycles.................. 11,539,012.29 
Automobile parts and accessories..............ee.008. 3,016,182.24 
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ERE RE SOI SE RE: PCR EEE an eee 5 ae ES 974,511.57 
él a er 125;573.55 
I Sn, I, Ss i se ala ee eee wa es -wed 994.88 
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“Excessive costs of distribution oc- 
casioned by the shipment of small quan- 
tities, such as mail order shipments, 


May, 1925 
$628,046.51 special orders, etc., should not be aver- 
10,027.796.17 | aged among all buyers, but should be 
1,641,313.65 | assessed against the individual ship- 

"0950.83 | ment. 

"666 681.34 “Guaranteed goods should bear a la- 
Sere bel giving a definite idea of what this 
hv el 631544 | guarantee is and not left to the enthu- 
32.835.80 | siasm of the selling factor, who often 
al teeta thetiaie overstates and invites argument with 
(oi ii li") | the eustomer. All personal elements 
745.85 | should be eliminated in differences of 





opinion and settlements should be made 
with reference to justice to the trade 
as a whole.” 


$12,805,946.05 














What the Retailer Can Learn from the Peddler 


Editor HARDWARE AGE 
LLOW me to break into print with a few re- 
marks, relative to the “glorified peddler.”’ 
About 15 years ago I applied at various 
stores for a job, nothing doing—why? In nearly 
every case I was asked, “Have you had any store 
experience?” “No,” was my reply—‘why ?” 

“Because we do not want inexperienced clerks.” 

I ask what are experienced clerks; ““Men who 
know merchandise, can give the customer what 
they ask for and close the sale quickly by ring- 
ing the cash up.” | 

I then became “my own boss—with a store on 
wheels,” only I had to walk. I hit the door bells 
with a food line and worked up a regular route. 
The merchant had said, “‘we want men who know 
goods, can give the customers what they ask for 
and close the sale by ringing up the cash.” With 
me as a peddler, I had to sell customers, and the 
best method I’ve found was to offer a premium 
with goods—the customer then bought goods to 
get the premium. I sold without knowing all 
about my goods, and rang up the cash. 

The peddler is knocked. But why doesn’t the 
merchant use the peddlers’ methods—read the 
magazines that go to the peddler and use their 
animation to back his own sales force and sales? 

After peddling a while I landed a job in a 
grocery store. In 16 months I was head sales- 
man for the owner of 3 stores—why? Because 
I sold merchandise. Every new shipment re- 
ceived containing new brands was sampled by 
me and the clerks. We then knew exactly how 


many pieces, slices, halfs, etc., the kind of oil, 
syrup, etc., were in the packages, and when the 
customer enters the store we ask to be allowed to 
wait on them, not saying “‘what do you want?” 


The customer would ask to see a certain article, 
we would get the article, taking our customer to 
the shelf, not in front of a counter. The peddler 
gets in close contact—so did we—the peddler 
knows his prices, like his a-b-c’s. No “look-up” 
stuff on a price list. 

We would name the single item price, also the 
half dozen or dozen, and telling dur customer in 
a low-speaking manner, the same as we always 
talked to customers (as it seems a customer likes 
low confidential conversation, the amount of sav- 
ing. On receiving their answer of how much was 
wanted, we did not detract their buying attention 
by handling the amount of their purchases, but 
wrote the articles down on our pad quickly and 
picked up another item. Once you get a customer 
to buying, don’t stop, but keep him buying while 
his frame of mind is in that direction. Otherwise 
the approach to the purse is harder. Then an- 
other store rule was, always let the same clerk 
wait on the same customer, and never let one 
clerk or boss butt in on a clerk’s selling talk, ex- 
cept when the selling clerk might ask a question 
of another. 


(Signed) F. J. WELLS, 
Sots Hdw. & Imp. Co., 
Valley Home, Cal. 
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CURRENT NEWS 





Herkimer Specialties Corp. 
Enlarging Plant 


For the purpose of providing more 
adequate facilities for its increasing 
business, the Herkimer Specialties 
Corp., Colebrook, N. Y., is now enlarg- 
ing its factory, by the addition of one 
more floor, and the installation of new 
machinery. 

It is said that when the changes now 
under way are complete, the company’s 
manufacturing capacity will have been 
increased approximately 50 per cent. 
The company’s New York sales agent 
is the Charles A. Postley Co., at 35-37 
West 23rd St. 

P. J. Jetter has been in charge of 
the company’s sales department since 
the 1Ist of January. Mr. Jetter was 
formerly connected with the Fomite- 
Childs Corp. of Utica, as assistant 
sales manager. 





Hardware Retailers Organize 
Specialty Company 


Several hardware dealers located in 
the vicinity of Madison, Wis., have filed 
articles of incorporation with the secre- 
tary of state forming what will be 
known as the Wisconsin Hardware 
Specialty Co. The new company will 
have a capital of $25,000 and handle 
wholesale specialties in hardware. 
Headquarters will be at Madison. 

The incorporators are O. B. James, 
Richland Center, president; F. E. Mc- 
Kichen, Fennimore, vice-president; W. 
E. Miller, Madison, secretary, and Roy 
Beat, Mt. Horeb, treasurer. Phillip 
Bettinger, of Plain, is also an incor- 
porator. 





Wickwire Spencer 
Concentration 


The National Mfg. Co. division of 
the Wickwire Spencer Steel Co., will be 
moved from Worcester, Mass., to 
Clinton, Mass., this summer, following 
the company’s policy of concentrating 
manufacturing to procure reduction in 
operating expenses. The large Wright 
division at Worcester, formerly the 
plant of the Wright Wire Co., has al- 
ready been merged in the Clinton Wire 
Cloth Co. division. The National divi- 
sion will occupy space in one of the 
present buildings at Clinton. This plant 
manufactures kitchen ware and other 
wire goods and has about 200 em- 
ployees. The business is an old one, 
having been established in 1834, and 
moved to its present location, 19 Union 
St., in 1893. 





Closes Anthony Fence Works 


The American Steel & Wire Co., dis- 
continued operations at its Tecumseh, 
Mich., plant, known as the Anthony 
Works, on June 30. The equipment, 
consisting of wire fence machines, will 








be removed to another plant of the 
company. The capacity of the works 
was 10,000 net tons of wire fencing a 
year. Formerly known as the Anthony 
Fence Co., the plant was taken over by 
— Steel & Wire Co., July 1, 


R. O. Abbott Resigns from 
Forsberg Mfg. Co. 


R. O. Abbott, sales manager of the 
Forsberg Mfg. Co., Bridgeport, Conn., 








R. O. Abbott 


severed his connection with that com- 
pany on June l. 

Mr. Abbott was at one time in charge 
of the development and merchandising 
of the Winchester tool line for the 
Winchester Repeating Arms Co., of 
New Haven, Conn. He has made no 
statement as yet regarding his future 
plans. 





Erla and Caswell-Runyan 
Merge 


An operating merger involving, it is 
said, large sums of invested capital, 
has recently been concluded between 
the Electrical Research Laboratories 
(Erla) of Chicago, a large manufac- 
turer of radio parts and receiving in- 
struments, and the Caswell-Runyan 
Co. of Huntington, Ind., manufacturer 
of radio cabinets and cedar chests. 

The combined effort of these institu- 
tions will henceforth be devoted to the 
manufacture of a new type of radio 
receiver developed by the Electrical 
Research Laboratories, and which will 
shortly be placed on the market under 
the name of the Erla Circloid Five. 





C. L. Kaufman Now in 
Chicago 


C. L. Kaufman, mid-west representa- 
tive of the Moore Push-Pin Co., Wayne 
Junction, Philadelphia, Pa., has re- 
cently removed from Philadelphia, and 
is now located in Chicago. 











A. J. Pence to Operate Chain 
of Stove Stores 


Arthur J. Pence, general sales 
manager of Moore Bros. Co., stove 
manufacturer, Joliet, Ill., severed his 
connection with that company July 1, 
and will become head of the Pence 
Stove Stores, Inc., which has _ been 
formed to operate a chain of units. 

The first store will be opened in 
Joliet at an early date. Stoves of all 
kinds will be featured, and each store 
will carry a complete line of refrigera- 
tors, kitchen cabinets, washing ma- 
chines, and other kitchen and laundry 
equipment items. 





Backmeier Sales Corp. Agents 
for U.S. Elec. Tools 


Backmeier Sales Corporation with 
general offices in Cincinnati, Ohio, and 
branch warehouses in Atlanta, Ga., and 
Dallas, Tex., have been appointed 
manufacturer’s agents to handle and 
promote the sale of United States 
electrical tools in the 14 southern 
states. 





Tampa Hdw. Co. New Heath 
& Milligan Distributors 


W. G. Saunders, general manager of 
Heath & Milligan Mfg. Co., manufac- 
turers of paints, colors and varnish, 
Chicago, Ill., has recently appointed 
the Tampa Hardware Co., Tampa, Fla., 
as the company’s exclusive distributor 
for the state of Florida. 





Coffield Washer Co. Opens 
N. Y. Office 


The Coffield Washer Co., manufac- 
turer of washing equipment, Dayton, 
Ohio, has recently opened an office in 
New York City, at 120 Liberty St., 
to serve as headquarters for Glenn A. 
Wilson, eastern district manager. 





Amer. Grinder Co. Changes 
Name to Blackhawk Mfg. Co. 


In order that its trade name may be 
in keeping with the trade name of its 
products, the American Grinder Mfg. 
Co. of Milwaukee, Wis., will in the 
future be known as the Blackhawk 
Mfg. Co. This company has for years 
manufactured the Blackhawk line of 
welded wrenches, and during the past 
few years has added a number of prod- 
ucts for Ford automobiles. 

The change is one of name only, the 
management and personnel of the com- 
pany remaining as heretofore. The 
officers are: H. P. Brumber, president; 
E. A. Bott, vice-president and treas- 
urer, and L. E. Bertain, secretary. 
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Utah Winchester Dealers 
Elect Officers 


The election of officers was the 
feature of the recent annual convention 
of the Winchester dealers of Utah, 
Eastern Nevada and Southern Idaho. 
New officers are as follows: president, 
Clyde Hansen, Sugar House Station, 
Utah; first vice-president, Arthur 
Tippetts, Driggs, Idaho; second vice- 
president, Ira Neely, Preston, Idaho; 
third vice-president, E. R. Newman, 
Elko, Nevada; secretary-treasurer, W. 
R. Sloan, Logan, Utah. 





G. Momsen to Sail for Europe 


Gus Momsen, of the Momsen, Dunne- 
gan, Ryan Co., hardware jobbers of 
El Paso, Tex. and Phoenix, Ariz., will 
sail from New York, July 14, on the 
S. S. “Reliance,” on a three months’ 
business and pleasure trip to Europe. 
He will be accompanied by Mrs. 
Momsen and their son, Reuben. En- 
gland, France, Germany and Italy will 
be visited by the party. 


Hoogland with White Hard- 


ware Co., Who Increase 
Auto Dept. Stock 


Charles Hoogland has joined the 
auto accessory department of the 
White Hardware Co., Scranton, Pa. 
This firm has recently augmented its 
auto accessory department, adding re- 
placement parts, shop equipment and 
a more complete line of supplies. 

Mr. Hoogland was formerly with 
Shapiro & Co., Philadelphia. 








Henry Ford Warns. Violators 
of Sherman Law 


ENRY FORD, who knows more 

about the quantity production of 

automobiles than about Ameri- 
can history, peace movements or the 
plans of the Department of Justice, is 
out in a warning to manufacturers 
that they would better watch out for 
another drive on the part of the Cool- 
idge Administration against violators 
of the Sherman law. Mr. Ford’s warn- 
ing comes out in the latest issue of the 
Dearborn Independent, which Mr. 
Ford is supposed to edit in his over- 
time. 

Commenting on the Supreme Court’s 
recent decisions holding to be legal the 
activities of certain trade associations, 
Mr. Ford says: 

“American business should justify the 
confidence of the President by pressing 
all its activities into the new era meth- 
od of industry and commerce, which 
consists in giving the highest quality 
and service, the highest wages and 
the highest consideration of public in- 
terest, for it is only this that breeds 
the highest and most soundly founded 
type of business. 

“The present Administration is jus- 





tified in granting to American industry 
the freest condition under which to de- 
velop, and there are no indications that 
it does this out of concern for any class, 
least of all out of a political respect 
for money. There is every reason to 
believe that the Administration knows 
enough about the two opposing trends 
of business in this country to exercise 
a sharp and sudden check upon the 
wrong tendency the moment it shows 
itself to believe that the ‘lid is off.’ ” 

Mr. Ford certainly discourses in a 
highly moral vein. Incidentally, he 
skims the cream off the labor market 
of Detroit by hiring at top wages all 
the hustlers—so long as they continue 
to hustle—and he solves the price pro- 
tection problem by his system of ex- 
clusive sales agencies. 

Mr. Ford is able to maintain his re- 
sale prices by a method which the Su- 
preme Court has held to be entirely 
legal, because of the tremendous volume 
of his business which justifies him in 
using the agency plan. Few competi- 
tors, even in the automobile industry, 
can meet Brother Ford on this plane, 
so he doesn’t need to worry about where 
President Coolidge’s Department of 
Justice, in the enforcement of the Sher- 
man law, is going to strike next. 


Chase Companies, Inc., Offices 
Will Move to New York 


The Chase Cos., Inc., of Waterbury, 
Conn., announce that they will move 
the New York offices of the Chase 
Metal Works and the Waterbury Man- 
ufacturing Co., around the first of July, 
P= 138 Lafayette Street, New York 

ity. 

Complete stocks of Chase brass in 
sheet, rod, wire and tubing will be car- 
ried at this address for the conve- 
nience of the trade. 





New Plant Being Completed 
by Aluminum Goods Mfg. Co. 


The Aluminum Goods Mfg. Co., Man- 
itowoc, Wis., is completing a new seven- 
story addition to its manufacturing fa- 
cilities. The addition will give this 
company’s plant a space one block wide 
and two blocks long, exclusive of the 
rolling mill. The addition will be ready 
for occupancy about Sept. 1 and will 
add approximately 388,500 sq. ft. of 
floor space. The present plans have as- 
signed the sixth and seventh floors for 
the general offices. 





Nitro-Valspar Plant Enlarged 
at Kearny, N. J. 


Valentine & Co. are in process of 
greatly enlarging their Nitro-Valspar 
ae at South Kearny, N They 
ave recently purchased an additional 
plot of land alongside their original 
purchase and now have a total of fif- 
teen acres fully served with railroad 
sidings and having a dock frontage on 
the Passaic River of approximately 600 
ft. 





Golf Attracts the Majority 
at New England Paint Outing 


More than 100 members and guests 
of the Paint and Oil Club of New 
England attended the annual outing of 
that organization on Wednesday, June 
10 at the Nashua Country Club, Na- 
shua, N. H. During the day various 
sports were enjoyed, but most of the 
members took advantage of the club’s 
eighteen-hole golf course. Sports were 
under the direction of Philip H. 
Thayer, Burton, Boston Brush Co.; 
John Campbell, Carpenter-Morton Co., 
and William Rockwood, Howe & 
French, Boston. Suitable prizes do- 
nated by member firms and the asso- 
ciation were awarded for winners in 
golf, tennis and baseball. 

Dinner was~served shortly after noon, 
following which there was a short busi- 
ness meeting for the consideration of 
a report of a nominating committee, 
and for the election of delegates, al- 
ternates and a member of the board of 
directors to represent the club at the 
next annual convention of the National 
Paint, Oil and Varnish Association. 


French Battery Co. An- 


nounces Refinancing Plan 


A refinancing plan, whereby the 
French Battery Co., at Madison, Wis., 
will it is said be able to greatly in- 
crease the output of that plant has 
been announced by officials of the com- 





any. 

‘ At a stockholders’ meeting held at 
Madison recently, it was decided to in- 
crease the preferred stock from 
$700,000 to $1,000,000 and to issue 
$1,000,000 in five year convertible 6% 
per cent gold notes. $750,000 of this 
amount will be sold at once, having 
been underwritten by Paine, Webber 
& Co., of Boston and New York. 

In view of the fact that the com- 
pany has decided to intensify on the 
production of dry batteries, and flash- 
lights, the directors voted to drop the 
word “Carbon” from the name of the 
company, giving the firm the new title 
of “The French Battery Co.” 





Hardware Catalogs Requested 


by lowa Firm 


The Storm Lake Hardware Co., 
Storm Lake, Ia., requests catalogs and 
price lists on general hardware. These 
should be marked for the Attention of 
J. E. Hay. 





The American Stainless Steel Co., 
Commonwealth Building, Pittsburgh, 
Pa., has recently issued an attractive 
beoklet on the use of stainless steel in 
industry. Various charts, tables and 
other data concerning its use are found 
in the book. 





The Flexible Steel Lacing Co., 4607 
Lexington Street, Chicago, IIl., has re- 
cently issued some new circulars on the 
Flexco H. D. belt fasteners. 
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Glidden Quick-Drying 
Lacquer 


For the purpose of meeting the de- 
mand for a quick drying lacquer, the 
Glidden Co., Cleveland, has recently 
placed a new lacqueroid on the market 
which is known as “Lacq.” 

The new product is a development of 
the Glidden lacqueroid, which was per- 
fected several years ago after a long 
period of research and experimental 
work, and which is now used exten- 
sively as an automobile finish. The 
company states that following the de- 
velopment of lacqueroid, a considerable 
period of research resulted in the per- 
fection of Lacq which is said to be 
admirably adapted to brushing. It is 
said to flow with remarkable smooth- 
ness, thus greatly facilitating the labor 
involved in covering a floor, or in 
redecorating furniture. 

Lacq is supplied in 22 colors, which 
can be combined one with another into 
more than 200 tints. It is said that 
the use of an undercoat or filler is 
entirely unnecessary. 
on any varnished or painted surface, 
or on the natural wood. In covering 
ability, Lacq is practically the same as 
enamel. 





Nitro-Valspar System Speeds 
Auto Finishing 


HE nitro-valspar system of Valen- 

tine & Co., 456 Fourth Avenue, 

New York, is the result of scien- 
tific research and production experi- 
ment extending back to the fall of 1914 
and had behind it the technical, en- 
gineering and financial resources of 
th's company. 

The demands at that time and after 
our entry into the war for finishes of 
unheard of speed, coupled with extreme 
service durability, brought the realiza- 
tion that to combine the waterproof- 
ness, elasticity and durability of 
Valspar with the drying speed of nitro- 
cellulose lacquers a material would be 
available that would speed up and im- 
prove countless war products. 

While it is a long jump from wartime 
emergency to automobile finishing, stil] 
it is this background that has served 
to develop a_ practical nitro-valspar 
system that is said to be remarkable. 
There are three princival materials: 
primer, gunglaze, and enamel—each 
product is said to perform its special 
function and combines to make the sys- 
tem a perfect whole. Primer is a nitro- 
cellulose material possessing adhesive 
qualities and is furnished ready for ap- 
plication. It forms the foundation and 
carries sufficient red oxide of iron to 
show whether the coat has been evenly 
applied. 

Gunglaze ‘s said to perfectly cling to 
the primer and to form the right sur- 
face for the enamel. It takes the place 
of the usual lead “half and half.” glaze, 
curfacer or roughstuff and sealer coats, 
therebv greatly simplifying the system 
as well as increasing its durability. It 
air dries over night, ready for water 
sanding. It is ground extremely fine 
and is said to present a surface ready 
for the enamel as soon as the surface 
moisture from the water sanding over- 
ation has dried off. It is supplied in 
light and dark shade. 

The third and final material is the 
n‘trocellulose enamel which is said to 





it can be used | Tt is said to be unique in its field, which 
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be more than a lacquer and. more than 
a varnish as it combines the best quali- 
ties of both. It is applied by the usual 


spray methods and is said to spray. 


smooth with an unusual sheen. Two 
or three coats are usually sufficient and 
may be easily -applied within an hour 
on account of its very rapid drying 
properties. 

Lhe system claims to afford sim- 
plicity of process, speed of application, 
economy in time and labor, conserva- 
tion of space, elimination of force-dry- 
ing costs with a minimized overhead. 





Cleaning Product Has Many 
Uses 


CLEANING product called Samo- 

line, for which a variety of uses 

is claimed, has been put on the 
 extidienn by the Samoline Corporation, 
1300 Fletcher Street, Chicago, Ill. 

It is intended for use on all painted, 
varnished enamel,’ metal and _ glass 
surfaces and is said to clean without 
danger of injury to materials or hands. 


is practically unlimited due to its many 
uses. 

Claim is made that a quart of the 
product cleaned 1000 sq. ft. of surface. 
It is also said to be of value for clean- 
ing linoleum, tile, as well as aluminum, 
n*ckel, brass, copper and kitchen ware. 
Even buildings and automobiles, steam- 
ships and railroad coaches are said to 
improve their appearance with its use. 

It is put up in pint, quart, one-half 
gallon and gallon cans which are called 
in addition, is 
put up in two and one-half gallon and 


_five-gallon friction top cans and one- 








half barrels and barrels for 


institu- 
tional and industrial purposes. 





Sectional Cabinet Device 


ZORGE FRITZ MFG. CO., Cincin- 
ta nati, Ohio, are marketing a prod- 
uct called Add-A-Bin which was 
designed with a view to economy and 
for those not wishing to put up ex- 
pensive shelving. It is composed of 


steel sections which are divided into | 
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small bins and are capable of being 
combined into cabinet form for use in 
hardware, automotive and radio supply 
stores, as well as garages, repair shops 
and factories. The sections contain 6, 
8, 10, 14 and 27 bins, according to size 
of bin, and may be built into a cabinet 





-ernment 06 cartridge. 
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by combining sections according to re- 
quirements. A sliding-locking feature 
is said to hold the units securely and 
rigidly in position. The cabinet may 
stand on the floor when a base section 
is used or may hang on the wall by 
means of holes provided for the pur- 
pose. 

The accompanying illustration shows 
five different size bins, with as many 
sections, making a cabinet 6 ft. high 
x 2% ft. wide. 


New Winchester High Power 
Bolt Action Rifle 


INCHESTER REPEATING 
ARMS CO., New Haven, Conn. 
announce a new bolt action rifle, 
model 54, to be on the market the latter 
part of June. The past year has seen 
many improvements in rifle manufac- 
ture, each improvement being along the 
lines suggested by users of the arms. 

The No. 54 is said to be a finely 
balanced, compactly built arm with 
beautiful lines applying the bolt action 
principle to the high power class and 
is simple, strong and graceful. The 
handle is sloped rearwardly and made 
with an ovoid knob with a view to mak- 
ing it comfortable and convenient to 
the hand. 

The bolt can be instantly removed 
for cleaning or examination of the 
bore by an extra pull on the trigger. 
The firing pin is easily removed from 
the bolt for cleaning without the aid 
of tools. The trigger has the well- 
known military type of double pull, giv- 
ing a smooth action and a _ short, 
snappy let off. The finger piece is cor- 
rugated 

The magazine is of the staggered 
box type, undetachable, can be charged 
either singly or from a standard: clip 
and holds five cartridges which, with 
one in the chamber, places six shots 
at the hunter’s command. 

The sight equipment is designed es- 
pecially for the model 54. There is a 
plain “U” notch in both leaves of the 
folding leaf rear sight. The first leaf 
is for point blank at 200 yards and the 
second leaf for about 500 yards. Both 
leaves fold down flat on the barrel 
which is 24 inches long, of nickel steel 
with integral lugs for the front and 
rear sights. There are no cuts into the 
normal contour of the barrel—conse- 
quently there are no distortions due to 
strains. 

The safety lock is at rear of bolt and 
lies to the right when in firing posi- 
tion, avoiding the danger of striking 
the face when firing or operating the 
bolt from the shoulder. 

The rifle weighs about 7% pounds 
and its length is 44% inches and is 
made only in solid frame. 

The 54 is bored for the .270 Winches- 
ter center fire cartridge, but it w‘ll also 
be furnished adapted for the .30 Gov- 
This cartridge 
has essentially the same dimensions as 
the .30 Government ’06 necked down to 
the .270 caliber. It is loaded with a 
nitrocellulose powder and a 130 grain 
pointed expanding bullet to a muzzle 
velocity of 3160 feet per second and a 
corresponding energy of 2880 foot- 
pounds. Dve to the pointed bullet and 
high velocities it has been able to ob- 
tain an unusually flat trajectory. 
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General Market News 








Hardware Shortages Reported; 
1925 Sales Are Ahead of 


Last Year’s Volume 


G important in seasonal items are reported from the several 


important hardware market centers. 
With the possible exception of the 


are continuing good. 


Sales in these cities 


Pittsburgh area, reports indicate that wholesale volume is 


ahead of last year. 


Prices continue to hold firm except that rope has declined 
two cents per pound for the July-August period. 
Collections continue to improve slowly. 





Good Business Continues in 
Pittsburgh Market 


The Pittsburgh trade still is enjoy- 
ing a good business in the seasonal 
lines, although the demand has tapered 
off somewhat in some of them. The 
staple lines still are rather slow and 
there is an impression that general 
business during the summer will be 
rather quiet. Possibly this idea is 
drawn from the fact that the coal in- 
dustry still is depressed and the steel 
industry, the other prop to buying 
power in the district, is not giving as 
constant employment as it did early in 
the year. This part of the country 
also has had a good deal of dry 
weather, and that is not without its 
effect upon requirements and _ pur- 
chases, notably of farm and garden 
tools. In a price way, the most im- 
portant development of the week has 
been announcements by several of the 
independent manufacturers of wire 
products reducing prices on nails and 
barbed wire, the reduction being $2 
per ton from the last formal quotations 
but only about $1 a ton from prices 
at which business has actually been 
done in the past few weeks. Bright 
wire is not disturbed by this revision. 
Rubber goods continue to show decided 
strength on account of the very high 
market in crude rubber. There has 
been no improvement in the collection 
situation in this district. 





Cincinnati Sales Continue 
Ahead of Same Period 
1924 


Business of Cincinnati jobbers is 
holding up well, despite the fact that 
mid-summer is near at hand. Sales 
continue to be slightly ahead of last 
year. Inquiry among local jobbers, as 
well as other large jobbing houses in 
Cincinnati territory, reveals that all of 
them will close their first half with 
a comfortable increase over the first 
half of 1924. Most of the orders now 
being received are for immediate de- 





livery. Seasonal products, such as elec- 
tric fans, garden hose, ice cream 
freezers and hammocks, have _ been 
moving well in the past two weeks. 

Improvement in the retail trade, 
which was reflected several weeks ago, 
has continued. Cash retail sales are 
running a little ahead of those during 
June last year, according to well- 
known retail stores. However, the first 
six months of 1925 will not measure 
up to the sales level attained in the 
first half of 1924. Hardware retailers 
in the suburban and rural districts 
complain that their business has been 
only fair at best and shows a decrease 
from that of last year. 

Prices are firm, viewing the market 
as a whole, but weaknesses have 
cropped out in several items, notably 
in nails, linseed oil and turpentine. 
Collections are fair. 





Good Fall Trade Expected in 
Twin Cities District 


In the territory tributary to the 
Twin Cities there is every reason to 
expect a good summer and fall busi- 
ness. According to present crop re- 
ports, all parts of the territory should 
have very fair returns for the year’s 
efforts in agricultural and dairying 
work. Collections are at about normal 
for this season of the year, and trade 
in general is ahead of last year. 





No Important Changes in 
New England Market 


No price changes in hardware of 
any importance were reported in the 
New England market the past week. 
It is intimated changes are coming 
shortly, however, possibly within an- 
other week. Just now the wholesale 
trade is enjoying a rush of business 
such as has not been experienced be- 
fore this season. Naturally. the same 
amount of attention has not been given 
to price fluctuations as might under 
less strenuous business conditions. 











Manila Rope Declines 
2 Cents July | 


At press time we learn that manila 
repe has declined 2c. per pound. Cor- 
rected price schedules will be printed 
in next week’s issue in the several 
market reports. This price will hold 
for July and August. 


Stilson Wrenches Reduced 


5 Per Cent 


New York jobbers have announced 
a reduction on Stilson wrenches, said 
to be 5 per cent. This makes the 
current quotation 66 2/3 off list. 


Hanson Bros. Seales Advance 
Approximately 10 Per Cent 


Hanson Bros. Scale Co., Chicago, 
Ill., announce a revised price list effec 
tive July 1, 1925, which shows an ad- 
vance of approximately 10 per cent on 
the company’s entire line. 





Jobbers Report Shortages 


in New York 


Metropolitan jobbers report shortages 
on wire cloth, garden hose, hose reels 
and some sizes of lawn mowers. Some 
types of ice cream freezers are also 
on the broken stock list. 

Retailers report a continued active 
demanti for spring items and say they 
are having some difficulty in obtaining 
some stock. 


—_—_—_——— 


Record Building Construction 
Continues 


May construction of buildings in the 
United States, at $496,024,000, was the 
greatest total, with the exception of 
April, which has ever been recorded in 
any one month, according to F. W. 
Dodge Corporation. The April figure 
was $546,971,000. Almost half of the 
May total, or $231,182,000, was residen- 
tial buildings. Commercial buildings 
accounted for $80,280,000, while indus- 
trial plants provided only $27,562,000, 
or 5.6 per cent of the total. 

Construction started during the first 
five months of the year has amounted 
to $2,119,564,000, an increase of nearly 
10 per cent over the corresponding 
period of last year, and a new high 
record. Without exception, every dis- 
trict of the country recorded a substan- 
tial increase in May over May, 1924. 
These range from 3 per cent in the 
New York district to 46 per cent in the 
Central West. 
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Shelf Hardware Active in New Kngland— 
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Retail Sales Improving Materially 


(Boston office of HARDWARE AGE) 

USINESS in the wholesale shelf hardware market 
One house puts it this way: 

To pin yourself down to a specific 
reason for the condition of trade would be perplexing, 
first because there appears to be no material change in 
the general New England industrial situation. 
apparently are not better employed than they were a fort- 
The fact remains, however, that more money 
is in circulation, consequently it is necessary for the retail 
hardware merchant to purchase goods more often. 
merchant is still buying cautiously, but often, and as often 
During the rush of the past 
week to keep up with things, “futures” have been some- 
Jobbing salesmen say it is difficult to 
interest a man in futures when he is in crying need of 


is quite brick. 
ness is boiling.” 


B 


night ago. 


is requesting rush shipments. 
what forgotten 


spot merchandise. 


AIR RIFLES.—The retail trade keeps 
picking away at jobbers’ stocks of air 
rifles, with the result that the latter are 
comparatively small today. 


We quote from Boston jobbers’ 
stocks: 

Air Rifles.—King line, single shot, 
No. 21, $12 per doz. net; new model, 
500 shot, $14. Daisy line, single shot, 
No. 12, $12 per doz. net; 350 shot, 
$16; 1000 shot, $24; pump gun, $40; 
lever action, 500 shot, No. 30, $20; 
military model, No. 40, $40: Hamil- 
ton guns, $2.30 and $2.65 each. 

BALANCES.—A small yet consistent 





demand for balances is reported, the 
buying largely representing reordering 
from retailers who bought earlier in 


the year. 

We quote from Boston jobbers’ 
stocks: 

Spring Balances.—WNo. 3, $3 per 
doz., list; No. 51, $6: No. AS $8; No. 
84, $16; No. 273, $30: No. $84. 

Discount of 35 and 5 yoy Sent. 

BASEBALL GOODS.—Sales of base- 


ball goods to date are well behind those 
of last year, according to most of the 
jobbing houses. Of late, however, buy- 


ing has improved, and it is hoped the | 


windup of the season will find stocks 
down to small proportions. 


We 
stocks: 
Fielders’ Gloves.—No. 501, 
doz. net; No. 507C, $8.40: 
$10.7 ib: No. 511, $16: No. 514, 
$22; other styles priced 


jobbers’ 


$4.50 per 
No. 509, 
$18; No. 
up to 


$10 per 
No. 578T, 

$54; No. 
603, $16 per 


No. 625W, $40 
25M, $4.50 per 


quote from _ Boston 


44. 
= OS 
4, 
to” 


‘aeneee Mitts.—No. 569, 
doz. net: No. 574R. 8; 
$24: No. $28: No. 
592, $72. 

Baseman Mitts.—wNo. 
doz. net: No. 608, $27: 

Masks.—Boys’ No. 
doz. net; Youth’s, No. 31M, $19; 
Men's, No. 41M, $42. 

Bats.—Crack-A-Jack, $2 
net. Junior League, $3.60: King of 
Field, $7.20; burnt oil finish, $10.80; 
Bing-Go, $12; Youth’s assorted slug- 
gers, $7.20; Louisville Slugger, Jr., 
$5.40; Louisville Sluggers (regular), 
$16.20. 

Baseballs. —Per dozen 
75¢e Boys’ Favorite, 
America, 2; Junior League 
+ Junior’ League, $3.75: 
League, $4; Dollar Lively, 
fessional League, } 
League, $12.50; 


14.50. 
BATTERIES.—Although the 


radio goods in general is much smaller 
than it was six months ago, which is 


588. 


577, 


per doz., 


Dandy, 
Young 
Special, 
s0ys' 

$6. Pro- 
Hardwood 
League, 


net, 
$4. 50; 


National 












































j 
sale of | 





“Busi- 


People 


up too. 


That 


well. 


but a natural condition of trade, the 
battery business holds up remarkably 
strong. That is because more and more 
people are using their sets throughout 
the year. 
We 
stocks: 
Batteries.—Flashlight, in lots of six 
or more assorted unit packages in 
one shipment, No. 935, 24 to the 
package, 8%c. each net: No. 950, 36 
to the package, 9%c. Columbia, No. 
6, in lots of 50, $30.22 per 100. 
Radio.—Dry cell, in packages of 50, 
No. 7111, 29c. each net. No. 6, in 
lots of less than 12, 40c. each net; 
in lots of 12 to 50, $35.22 per 100; 
in larger lots, $30.22 per 100. Cluster 
batteries, 6 to the unit, 12 units to 
the barrel, $1.60 each net; 8 units to 
the barrel, $1.98 and $2.34 each. 


BICYCLES.— Continued good reports 
are had in retail and wholesale circles 
on the movement of bicycles out of 
stock. Quite a few of the trade go on 
record as saying this season will be one 
of the best experienced in many years. 


quote from Boston jobbers’ 


bed quote from Boston jobbers’ 
stoc 

Bicycles. —Men’s 20-in., $28.50 each 
net; 22-in., $28.50; arched bar, $29.50; 
motor bike type with double bar, $31. 
Women’s, 20-in., $30.50. Girls’, 17- 
in., $28. 


Boycycles. —No. 1, $9 each net; No. 
2, $10: No. 3, $13; No. 4, $15. 


BULBS.—Quite a number of retail 
dealers catering to the summer trade 
are having considerable success in sell- 
ing electric light bulbs. 


We quote from Boston jobbers’ 
stocks: 

Bulbs. — Electric light, 100 watt, 
clear, 50c. each list, white 55c., bowl 
enamel 55c., blue glass 80c.; 150 watt, 
clear 65c., bdwl enamel T0c.; 200 
watt, clear 80c., bowl enamel, S85c.; 
300 watt, clear. $1.25, bowl enamel 
$1.35; 500 watt, clear $2; 750 watt, 
clear $3.50. 

Flashlight, Nos. 1161 and 1162, 12c., 
each list: Nos. 1180 to 1199, 12c. each. 


Discount on 50 or more unit packages 
35 per cent. 


CHALK LINES.—Although a_ small 
item as hardware items in general go, 
chalk lines are enjoying their full share 
of going business. Retail stocks are 
small, but the trade only buys when it 
has to. 
We 
stocks: 
Chalk Lines.—Monarch brand, No. 
0, 2 $6.7 per gross net; No. 1, $6.30; No. 
75. 


quote from Boston jobbers’ 


(Reading matter continued on page 102) 





Doubts as to the outcome of summer retail business are 
fast fading. Optimism is on the increase. 
met more regularly, and old accounts are being rapidly 
cancelled. Consequently there is reason for the optimism. 
And best of all nobody apparently is being deluded by the 
spell of prosperity. Caution still prevails. 
other branches of the hardware game things are looking 
For instance, the marine hardware business is on 
the increase and running stronger than last year. The New 
Englander’s love for boating is again reasserting itself. 
Heavy hardware jobbers also profess to see better busi- 
ness, but add that consumers are extremely conservative 
in ordering. The mill supply business is quite spotty, 
some houses reporting unusually good business for this 
time of the year, while others are not doing particularly 


Bills are being 


In some of the 


CHURNS.—A somewhat better demand 
for churns, mostly small ones, exists. 
We quote from Boston jobbers’ 


stocks: 

Churns.—Glass, 2-qt., $14 per doz. 
net; 3-qt., 7.75; 4-qt., $23. Jars for 
churns, 2-qt., $5. 15 per doz. net; 
3-qt., $7.25; 4- -at., $8.50. 

Metal Hand Churns.—One- gal., $2.30 
each; 2-gal., $2.75; 3-gal., "$3.50; 
4-gal., $4.25; ‘6-gal., $5.25. 


CLAM DIGGERS.—Belated buying as 
well as reordering has served to keep 
the market for clam diggers compara- 
tively active. 


We quote from Boston jobbers’ 
stocks: 

Clam Diggers. —Six tine, 26-in. 
handle, $14.10 per doz. net; six tine, 
extra heavy, 26-in. handle, $18.90; 
awe pattern, four tine, riveted, 

«2.00. 


COD LINES.—With the vacation sea- 
son and summer homes opening rapidly 
there is a better sale for cod lines, say 
retailers. 
We 
stocks: 
Cod Lines. —Tarred, No. 2, $1.10 per 
doz., net; No. 4, $2. 20; No. « $3.30. 
CROQUET SETS.—Croquet sets, which 
heretofore have been backward, appa- 
rently are exhibiting more life than 
they have before this season in a job- 
bing way. It is doubtful, however, if 
turnover this year will be as large as 
it was in 1924. 


quote from Boston jobbers’ 





We quote from Boston jobbers’ 
stocks 

Croquet S 

5%-in. mallet, 4-ball, No. C $1.75 
per set net; 8-ball, No. » 82.405 
S-ball, No. H, $3.10; 8-ball, No. B, 
$3.25; 6-in. mallet, 8-ball, No. N, $4; 
8-in. mallet, 4- ball, No. AA, $4.50; 
8-ball, No. AA, $5.75. 


ELECTRIC FANS.—Fans are selling 
well, especially popular priced ones. In 
certain cases retail dealers sold more 
of them up to June 15 than they did 
during the whole of last year. 


We quote from Boston jobbers’ 
stocks: 
Electric Fans.—Black, No. 6, $2.85 
each net; No. 8, $3.60. Ivory, No. 8, 
95. 
FARMING TOOLS.—It has been neces- 
sary for some retail houses to reorder 
certain kinds and makes of farming 
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Sell Nursery Rhyme Sets Now! 


The sets of toy dishes and miniature Nursery Rhyme Sets in their exclusive 
cooking utensils which come in those copyrighted boxes are America’s stand- 
brightly colored Mother Goose boxes ard aluminum toys. The attractive car- 
are always in season. ton, the high-quality toys, the variety 
of combinations to satisfy every cus- 
tomer—these three aids to sales will 
make it easy for you to build up a 
steady, profitable, all-year business 
with this line. 


If you keep them in stock and display 
them you can sell them the year round. 
Every day of the calendar is some 
youngster’s birthday. Fathers, moth- 
ers, aunts, and uncles are forever look- 
ing for something to make some child Why not enjoy this business? Send 
happy. your order now to your jobber. 


Ask Your Jobber 


Aluminum Goods Manufacturing Company 
General Offices: Manitowoc, Wis., U. S. A. 
Makers of Everything in Aluminum 





A Real Coffee-Maker \ ; 
Here is one of the most popular £ 
numbers in the Nursery Rhyme 

line—a beautifully made Colo- 

nial percolator, 1-pt. size. Sells 

both as a toy and asa practical 
individual percolator. 
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tools. 


We quote from Boston jobbers’ 
stocks: 

Forks.—Manure, four-tine, malle- 
able D-handle, $13.60 a doz. net: five- 
tine, malleable D-handle, $16. +4 five- 
tine, strapped D-handle, $17.: five- 
tine, wood D-handle strappe 4, $21.35: 
six-tine, malleable D-handle, $18.55; 
six-tine wood D-handle_ strapped, 
$23.75. Stable work, malleable D-han- 
dle strapped, $15.90: wood D-handle, 


$19.90. 


FENCING.—Fencing is selling 
although the average retail order placed 
today indicates buyers are operating 
with considerable caution. 
We 
stocks: 
Fencing.—Square 
rolls, 11 gage, No. 
net: No. 635, $3.40; No. 845, $4.40: No. 
1047, stays 6 in. apart, $7.10; stays 
12 in. apart, $5.12. <All prices net. 
Cyclone, from store, 40 per cent dis- 
count. From factory, 52 per cent 


4 
discount. 
ft.. $5 each list; 
$5.40: 36 x 3h ” 
48 x 3%, $5.60. 
cent. 


strapped, 


quote from Boston jobbers’ 
Deal, in 10-rod 


832, $5.50 per roll, 


s 2 
48 x 3, 
$5.20; 42 x 314, $5.40; 
Discount 30 and 10 per 


FLOWER BED GUARD.—Flower bed 
guard continues among the “six big 
sellers” in the hardware market. No 
fault can be found with business. 
We 
stocks: 
Flower bed guard, 
count; trellis, 40 per 
and ornamental gates, 
cent discount, from store. 
on direct factory shipments, 


quote from Boston jobbers’ 
cent dis- 
cent discount; 
50 and 10 per 
Discounts 
f.o.b. 


40 per 


cars Waukegan, lll.: guard and 
trellis, 52 per cent; gates, 50 per cent. 
FRUIT PICKERS.— Now that the 


berry season is in full swing and the 
apple and pear crops are progressing 
favorably, fruit pickers are engaging 
the attention of the retail trade. 





We quote from Boston jobbers’ 
stocks: 

Fruit Pickers.—Peerless, No. 299, 
without wire-wound socket, $5.50 per 
doz. net; Perfect, No. 327, $5.50. 

GARDEN’ SETS. sets, like 


flower bed guard, are selling mighty 
well, and jobbers’ stocks in some iIn- 
stances are broken. 
We 
stocks: 
Garden Sets.—Floral, $1.50 to $12.80 
per doz. net: forks, No. 300, $3.50: 
weeding hooks, $1.20; trowels, $1.20 
to $3. 
HULLERS.—A rather surprising num- 
ber of hullers have been sold by the 
wholesale trade here the past week. Re- 
tail dealers presumably intend to turn 
over stock at least two times this sea- 
son. 


quote from Boston jobbers’ 


We quote from Boston jobbers’ 
stocks: 
Hullers. — Strawberry, $3.40 per 
gross net. 
ICE TONGS.—Electric refrigerators 


are mighty nice things to own, but the 
great majority of people are still tak- 
ing ice, either from the iceman or from 
their own ice houses. Ice tongs, there- 
fore, are still a necessary article in the 
home. 


For this time of the year busi- 
ness is exceptionally good, say jobbers. 


well, 




















We quote from Boston jobbers’ 
stocks: 

ice Tongs.—Boston pattern, No. 
14, $17 per doz. net; No. 17, $19: No. 
20, $21: No. 24, $23.50. Ely pattern, 
iron handle, 2%-in., $3.30; 18-in., 
$6.50. Wood handle, '24-in. ‘$11; 28- 
in., $12. 


| reported by jobbers. 
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KNIFE SHARPENERS.—Business in 
knife sharpeners has taken quite a lit- 
tle spurt. A summer home or camp 
without a knife sharpener is not effi- 


ciently equipped for the comfort of 
Madam Cook. 
We quote from Boston jobbers’ 
stocks: 


Knife Sharpeners.—$12 per doz. net. 


LAMPS.—The demand for lamps like- 
wise is on the increase, particularly 
those suitable for summer homes and 
camps. 
We 
stocks: 
Lamps (Gasoline).—Coleman line, 
Quick Lite Lamp, Flemish bronze, $8 
net; brass fringed, $9; antique gold, 
$$ net cash; gold fringed, $9.25. 
Bracket lamp, $6.75 net each. Quick 
Lite lanterns, $5.25 net each, 
Buss.—Buss, $1.33 each net, brass, 
bronze or ivory. Clamplite, brass or 
bronze, in dozen lots, $14.40 per doz.; 
in less than dozen lots, $15 a doz. 


quote from Boston jobbers’ 


MOPS.—Increased orders for mops are 
The average in- 
dividual retail order calls for a small 
amount of merchandise, but orders are 
unusually numerous. 
We 
stocks: 
Mops.—O-Cedar line, without han- 
dles, No. 4, $12 per doz. list; No. 19, 
$18; No. 11, $18: dry duster, No. 9, 
$12; handles, $3 per doz. extra. Floor, 
No, 22, $2 each. Hand, No. 44, $6 per 
doz. Clothes No. 51, $4.20 doz. Dis- 
count, 33% per cent. 
Cotton Sureka line, 9-Ib. 
twine, $4.15 doz.; 12-Ib. twine, 
$5.50. 


PAINTS AND SUPPLIES. — Mixed 
paints, and the many other things as- 
sociated with the paint supply business, 
are selling freely. Where special ef- 
forts have been made to push sales 
1925 will be one of the best paint years 
on record for the retailer. 
We 
stocks: 
Shellac.—Pure, orange, in 
cans, $3.25 a gal.: in 1-gal. cans, 
$3.13: in 5-gal. cans, $3 gal.;: White, 
4-gal. cans, $3.63 a gal.: in gallon 
cans, $3.50: in 5-gal. cans, $3.38 a 
gal. 
Savogran.—In 5-lb. 
Ib. net; in 28-lb. boxes, 
ewt.; in half keg, 60 Ib., 
half er 160 Ib., $10; 
110 Ib., $11.2 
Dry Paste. om 1-Ib. 
ewt. net: in 2-lb. bags, 
bags, $12.20: in 9%5-Ib. 
190-Ib. barrels, $10.35. 
Whiting. — Bolted, 
$1.75 per cwt. net. 
Wall Sizing.-—In 1-Ib. 
per Ib. net: in 25-lTb. 
in 15-lb. drums, 16'%c. 
Puity.—Commercial white, in 150- 
ib. drums, $3.25 per cwt. net; in lots 
of 500 Ib. or more, $3: in 25-lb. tin 
pails, less than 100 Ib., $4.50 a cwt.; 
in lots of 100 to 500 Ib.. $4.2 5-1b. 
tins, less than 100 Ib., $5.2 25 pig cewt.: 
in lots of 100 to 500 Ib., $5: in lots 
f 500 1b. or more, $4.75. Black putty 
‘osts 25c. per cwt. more than the 
aforegoing prices. 
Sponges.—Nassau grass, 10 
to the pound, 15c. each net; 
vellow. cut, 8 to 10 to the pound, 30c. 
each: Cuba sheep wool, cut, 8 to 10 
to the pound, 55c. each; Rock Island, 
6 to & to the pound, $1 each. 
Chamois.—Black, best — 
i $4.75 a doz. net: 16 
- 19 x 26-in., $15; 23 
50. Brute, not. shaped, 
, $21.50 per doz. net. 


Stee! Wool.—1 me. spools, No. 00, 
fie. each net: No. 41c.: No. 1, 35c.; 


quote from Boston jobbers’ 





per 


quote from Boston jobbers’ 


 -gal. 


boxes, 12c. per 
$11.80 per 
$11.60; sin 
in kegs, 


bags, 
$13: 
kegs, 


$14 per 
in 5-Ib. 
$11: in 


in barrel lots, 
tubes, 
drums, 


IW. 
— i - « 
1714 *? 


to 12 
Florida 


12 x 
21-in., 
26-in., 


: 
31 x 21- 
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ages, Nos. 0, 1, 2 and 3, $1.80 a doz. 
net. In 10c. packages, Nos. 00, 0, 1, 


2 and 3, $7 per gross. 


PRESSES.—Presses are selling, but 
not as actively as they were early in 
June. 


We quote from Boston jobbers’ 
stocks: 
Fruit Presses.—Brownie, 8-qt., $4 


each net. 


ROOFING MATERIAL.—The move- 
ment of roofing material out of jobbing 
stocks is remarkably good for summer. 
Prices are steady and unchanged. 


We quote from Boston jobbers’ 
stocks: 

Shingles.— Super strip, 12%-in., 
7.20 per square; 10-in., $5.85; lock 


top, $5.15. 

Roofing Paper.—Slate surface, red, 
green and blue black, $2.25 per roll; 
weathered brown, $2.84: ordinary 
roofing paper, medium weight, $2.40; 
Rockroid, light, $1.10; medium, $1.35; 
heavy, $1.60. Saturated felt paper, 
$80 a ton. 


SAWS.—Retailers who bought reason- 
ably heavy earlier in the year in nu- 
merous instances have been showing 


new interest in saws. 
We quote from Boston jobbers’ 
stocks: | 
Bucks.—Rigid, $4.50 per doz. net; 


folding, No. 2, 
$6.68. 
Saws.—Disston line, 18-in., 
to $22.25 a doz. net; 20-in., $21.25 to 
$30.30; 22-in., $23.45 to $33.05; 34- -in., 
$24.70 to $35.90: 26-in., $26.10 
$38.45. American Boy hand saw, 20- 
in., $20.70; framed wood, 32-in., $13 
to $19; 30-in., $10.85. 


SHEARS.—AlIll kinds and makes of 
shears are selling all the time. There 
have been cases where retailers have 
experienced delays in securing desired 
stock due to the broken condition of 
jobbers’ supplies. 


We quote from Boston jobbers’ 
stocks: 

Shears.—Rose, No. 10, $5 per doz. 
net; full sized, japanned, $4.50 to $8; 
polished, $15 to $23; grass, $3 to $12. 
oliee. $1 to $1.75 each net. Border, 
3 each net. Sheep, $8 to $9.50 per 
doz. net. 


TOILETS.—A demand for chemical 
toilets exists, but it is equally true that 
business could be better. 


$4.80; folding, extra, 
_ 70 


We quote from Boston jobbers’ 
stocks: 

Toilets.—Chemical, No. 160, $10 
each net; No. 162, $7.33. Liquid 
chemical, $1.34 a can. 

WATCHES.—Buying of watches, pre- 
sumably for the vacation trade, has 
been noticeably better of late. 

We quote from Boston jobbers’ 
stocks: 

Watches.—Yankee, $1.17 each net; 
Eclipse. $2; Junior, $2.33: Midget, 
$2.33: Elm City, 98c. 


WIRE CLOTH.—No fault can be found 
with the volume of wire cloth business, 
either retail or wholesale. 


We from Boston jobbers’ 
stocks: 

Wire 
black, 12 mesh, 
100 sq. ft.; 18 x 22 in., 
24 x 36 in., $2.75. 
mesh, 24 x 48 in., $2 | f.o.b. Clinton, 
Mass.: 18 x 22 in., 2.10: 14 mesh, 
24 x 48 in., $2.50; 18 x 29 in., $2.60. 

Bronze Cloth.—Golden, 14 mesh, 
from Boston stock, $7. 4 per 100 
sq. ft.: in 50 ft. rolls, $7. Factory 
shipment, 14 mesh, $6.75; 16 mesh, 
$7.50, 18 mesh, $8. On Sactery ship- 
ments actual freight is allowed not 


quote 


Cloth.—From Boston stock, 
24 x 48 in., $2.25 per 
$2.35; 14 mesh, 
From factory, 12 





No. 2, 3ic.; No. 3, 3 7c. In 25c. pack- 


(Reading matter continued on page 104) 


to exceed 50c. per 100 Ib. 
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Doorway Equipment Too Vital to 
Compromise With Quality 


Forty-five years ago, when Richards-Wilcox 
began to manufacture door hangers for “any 
door that slides,’ they recognized the fact 
that a doorway is the most important part of 
any building. 

With this thought in mind products bearing 
the R-W Trademark are of uniformly high 
quality—they meet the modern demand for 
perfect service—and represent the most ad- 
vanced ideas in mechanical construction. 


Architects, builders and contractors share the 
R-W ideal—that there is no economy in any- 
thing but the dest—that to experiment with 
the untried because of price appeal is expensive 
—that doorways are too important not to 
equip right in the first place, thereby saving a 
lot of trouble, and eventually the cost of doing 
the work over again and doing it right—the 
R-W way. 

Upon this policy, and according to this stand- 
ard Richards-Wilcox have builded their vast 































“‘Quality leaves 
its imprint” 





business—the largest of the kind in the world. 
And their policy of 45 years ago is their policy 
of today. 
Wilcox Mf 
ichards-Wilcox O. 
“A Hanever tor any Door that Slides. 
AURORA, ILLINOIS,U.S.A. 
New York Boston Philadelphia Cleveland Cincinnati Indianapolis St.Louis New Orleans 
Chicago Minneapolis Kansas City Los Angeles San Francisco Omaha Seattle Detroit 
Montreal RICHARDS-WILCOX CANADIAN CO., LTD., LONDON, ONT. Winnipeg 
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Business in Northwest Ahead of Last Year’s— 
Collections Improving to Some Extent 


(Minneapolis office of HARDWARE AGE) 

ONDITIONS in the Northwest tributary to the Twin 

( Cities are fundamentally sound, with some slight 

increase in the amount of trade during the past 

In the Twin Cities, due to several conventions of 

large scope, trade shows a good increase with the jobbing 

In one line at least, a general in- 

-erease over the amount of trade for this year has been 

reported as 20 per cent over an equal period of last year. 

This is not directly in the hardware line, but in a line 
which is closely connected with the building trades. 


week. 


houses in many lines. 


normal, with 
There is no 


AXES. — Demand is 
stocks in good condition. 
change in prices. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 
weight axes, at $14.50 and double bit 
base weight axes at $19.50 per dozen, 
net. 

BOLTS.—Sales are even, 
stocks on hand. Prices 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Large and small 
carriage bolts at 50 per cent; large 
and small machine bolts at 50-10 per 
cent; stove bolts at 75 per cent and 
lag screws at 60 per cent from stand- 
ard lists. 


BRADS.—Demand shows a very fair 
use of brads, due to the activity in the 
building work in the district. Stocks 
are well assorted, and prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 
oe lb. boxes at 70-10 per cent from 
ist. 


BUILDERS’ HARDWARE. — Building 
is going forward at a very promising 
rate in the cities, and the rural districts 
as well. Dealers are finding that the 
greatest demand is for the medium and 
lower priced hardware for finishing 
purposes. Repair work is taking a 
quantity of materials also. 

CHURNS.— Sales are very satisfac- 
tory, with stocks well filled. Prices 
have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: fZarrel type 
churns at 30-10 per cent from lists. 

EAVES TROUGH, CONDUCTOR 
PIPE AND ELBOWS.—Demand shows 
some improvement, due to the building 
operations and repair work. Stocks of 
this class of material are well filled, 
and prices steady, despite the changes 
recorded below on sheets. 

We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Slip joint, single 
bead 29-ga. 5-in. eaves trough at 
$5.50 per 100 ft.; 29-ga. conductor 
pipe 3 in., $5.15 per 100 ft., and 3-in. 
conductor elbows at $1.73 per dozen, 
net. 


FIELD FENCE.—Sales are very good, 
with stocks in good condition. Prices 
have not changed. 

We 


with good 
have not 


quote from jobbers’ stocks, 
f.o.b. Twin Cities: 26-in. L type field 
fence at $22.68 per 100 rods, net. 


FILES.— Demand is_ steady, with 
stocks well assorted. Prices have not 


changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files 
at 50 per cent, and second grade files 
at 60 per cent from list. 





stride. 
of the territory. 


FREEZERS.—Demand has been very 
satisfactory during the past few weeks. 
Warmer weather has created a market 
for freezers in the homes over the en- 
tire territory. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: White Mountain 
4-qt. freezers at $4.13 each, and 8-qt. 
at $6.75 each, net. 


GALVANIZED WARE.—Sales in this 
line have been fair, with prices still un- 
changed. Stocks are well filled, with 
call heaviest for pails and tubs. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 
galvanized tubs at $7.25; No 
$8.00: No. 3, $9.20: heavy —_, 

1, $12. 30; ‘No. 2, $13.50; No. , $14. 70; 
standard 10- -qt. pails, $2. $5. 12-qt., 
$3.00; 14-qt., $3.35; stock pails, 16-qt., 
$5.00 and 18-qt., $5.50 per dozen, net. 


GLASS AND PUTTY.—Sales show the 
effects of the activity in the building 
trades. Stocks are well filled and 
prices firm. 
We 
f.o.b. 
single 


quote from Jobbers’ stocks, 
Twin Cities Minn. prices, 
strength ne oe 83 per cent; 
double strength, 85 per cent: and 
strictly pure putty in 50-lb. drums 
at $4.85 cwt., ne 
HAMMERS AND HATCHETS.—Car- 
penters have been buying better during 
the past few weeks, which is a reflec- 
tion of the better condition in the 
building of homes. Prices show no 
changes. 
We 
f.o.b. 


quote from jobbers’ stocks, 
Twin Cities: Maydole, No. 
11% carpenter’s hammers at $12.60; 
Plumb No. HF81, $10.50; Plumb No. 
2 broad hatchets, $14.45; No. 2 shing- 
ling, $11.20, and No. 2 claw, $12.50 
per dozen, net. 


HOSE.—Sales have been very good for 
garden hose for the entire spring, with 
stocks having been heavily drawn on. 
Dealers have reordered several times 
for the best sellers. Prices are un- 
changed. 


We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: Good Luck, % in., 
6-ply hose at 10%c.; Bull Dog, % 
in., 7-ply, 13c.; Leader, % in., 5-ply, 
9%c.; molded black % in., 11%c. 
per foot, net. 


LAWN MOWERS.—Demand has been 
steady during the past few weeks, with 
stocks well filled. Prices show no 
changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Philadelphia, 
stvles A and 3 lawn mowers at 35-5 
per cent; style E at 40-5 per cent, 
and style K at 35 per cent from 
lists. 


Collections are improving to some extent. 
crop this year, the Northwest will be back to its usual 
Crop reports are very encouraging in every part 
In the portions of the territory where 
small grains are depended on for the main revenue, crops 
are very promising, but in the districts where dairying 
and poultry raising have attracted attention, the small 
grains are not so good. Therefore, the general average 
is very good for the entire district. 

Prices are very steady, showing but few changes. 





With a good 


MILK CANS.—Sales have been very 
good this year, with the steady in- 
crease in dairying in this section of the 
country. Stocks are in good condition 
and prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b Twin Cities: Railroad 5-gal. 
milk cans at $2.60; 8-gal. at $3.10 and 
10-gal. at $3.20 each, net. 


N AILS.—Demand has been very steady 
during the past few weeks, as building 
has been going forward steadily. 
Stocks are well filled and prices un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails at $3.25 keg, base, and cement 
ee wire nails at $2.65 per Keg, 
jase. 


OIL STOVES, OVENS AND WATER 
HEATERS.—Call for this line of mer- 
chandise is steady and prices un- 
changed. Dealers are finding that in- 
terest in goods of this description is 
increasing in many ways. 

Oil Cook Stoves 


1 burner 

212 2 burners 

213 3 burners 

214 4 burners 
. 215 5 burners 
. 1102 high shelf 
. 1103 high shelf 
. 1104 high shelf 
. 1105 high shelf only 
Nesco dealer’s discount, 30 and 5 

per cent. 


PERFECTION— 


No. 72 2 burners 
No. 73 3 burners 
No. 74 4 burners 
No. 75 5 burners 
Perfection dealer’s discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 
PURITAN (Improved Model)—. 
No. 42 2 burners 
No. 43 3 burners 
No. 44 4 burners 
Puritan discounts same as 


tion. 
Ovens 


burner solid door 
burner glass door 
burner solid door 
burner glass door 
burners solid door... 
burners glass door.... 
burners solid door... 
burners glass door.... 
discount 30 and 


io ~ ae 
N 


Jo. 010 
_ a 
. 020 
. 20 
. 030 
. 320 
Dealer’s 

cent, 


PERFECTION— 
No. 211 1 burner plain door 
No. 211G 1 burner glass door.,. 
No. 121G 1 byrner glass door. 
No. 122G 2 burners glass door.. 
No. 149 G 
Dealer’s discount, 
30 and 5 per cent; 
per cent. 


ons 
DS DS DS DO ee SS 


ie 
on 10 or more, 
less than 10, 30 


(Reading matter continued on page 106) 
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Vacationists Buy Rope 


One of the most useful articles to include in camping or touring 
equipment is a length of Manila Rope. Campers require it and 
when tourists need it, “it’s the friend indeed.”’ 


Dealers:—Columbian T'ape-Marked Pure Manila Rope is just 
the Rope for vacationists. It is made from the kind of fibre that is 
necessary for use in a Rope which must withstand severe treatment. 
Extra strength is assured because of a rigid adherence to high 
standards of manufacture. 


Emphasize Columbian during the summer months. The Colum- 
bian Window Display will be of invaluable assistance to you. If 
you haven’t one of these displays, write for one now. 


le Columbian Rope Company 


4 7 OO im 
ae pers - , 3s. 
~~ a oo 


352-80 Genesee Street 
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PURITAN— 
No. 42G 2 burners glass door... .$5.25 
Dealer’s discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 
Water Heaters 
Pe. ~ sine ew nes be bne teen $45.00 
Perfection No. 412 ....cccccess 40.00 
~erreerene Tee, Gel «oscecesscoes $0.00 
Nesco discount, 30 and 5 per cent; 
Perfection discount, 30 and 5 per 
cent in lots of 10 or more; less than 
10, 30 per cent. 
Wicks, Etc. 
Rockweave wicks, 25c. each. 
Perfection and Puritan, $4 per doz. 
and $48 per gross. 
Discounts same as on oil cook 


stoves, ovens and heaters. 
PAINTS AND WHITE LEAD.—The 
demand for paints has been steady 
during the entire spring; building has 
also tended to keep up the sales of this 
class of materials. Prices show no 


changes. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paints at $3.10 per gallon; second 
grade at $2.25 per gallon, and white 
lead in 100-lb. kegs at $14.29 cwt., 
net. 

PAPER.—Building paper is_ selling 


readily in this section, with stocks well 
assorted and prices steady and strong. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Red rosin build- 
ing paper in 20, 25 and 30-lb. rolls 
at $3.25 cwt., net. 


Oil Stove Has Unique Burner 


HE Instant Hy-Lo Triplex Oil 

Range being manufactured by the 

' Globe Machine & Stamping. Co., 
Cleveland, Ohio, under the L. T. Wil- 
cox patents, is said to have several un- 
usual features. 

It is so constructed that the excess 
heat of the burner on the front cooking 
hole is passed along to the rear one 
which is without burner or fireless and 
utilized there. 

In this way it is possible to have two 
active cooking holes with heat gener- 
ated from only one with the same 
amount of oil. A four burner stove 
has eight cooking holes; a_ three 
burner, six and a two burner, four— 
when front and back are both covered 
by utensils or lids. 





The burner is said to be the result 
of eight years’ developments and to be 
quick and satisfactory. 

The cooking top is high, heavy, 
strong and wide and made of heat re- 
sisting steel. The front grates are 
made of steel and carry a guarantee 
to last the life of the stove. They are 
designed so that the smallest utensil, 
even a cup, will stand securely on 
them. The back grates are heavy cast 
iron and are said to properly distribute 
the heat that comes through the heat 
collector. The canopy is a combination 
warmer, splasher and air circulator 
which may be connected with a 6 in. 
nipe to chimney flue. The leg tray is a 


handy shelf. The height is 33 in. from 
the floor. 
Oven No. 38 is full size and made es- 
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POULTRY NETTING.—Sales are still 
very good, with no changes in prices. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Hexagon mesh 
poultry netting at 50 per cent from 
lists. 


PYREX OVENWARE. — Demand is 
very fair, with stocks well filled. Prices 
show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 197 casseroles 
at $1.17; No. 202 pie plates, 50c.; No. 
210 pie plates, 67c.; No. 212 bread 
pans, 60c.; No. 231 utility pans, 67c.; 
No. 12 tea pots, $1.67; No. 24, $2.00; 
No. 36, $2.33 each, net. 


SCREWS.—Sales are well up to nor- 
mal, with stocks well filled and prices 
steady. 


We quote from 
f.o.b. Twin Cities: Flat head bright 
wood screws, 80) per cent; round head 
blued, 75-5 per cent; flat head ja-, 
panned, 70-5 per cent; flat head brass, 
70-10-5 per cent, and round head 
brass, 70-5 per cent from lists. 


SHEETS.—Sales are very good, with 
stocks well filled. Prices show a de- 
cline of half a cent a pound on both 
black and galvanized sheets. 


jobbers’ stocks, 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black sheets 
at $4.25 cwt., and galvanized sheets 


at $5.35 cwt., base. 
SOLDER.—Sales are better than early 
‘in the spring, with prices showing 





pecially for the Triplex Stove. It is 
placed endwise over the cooking hole 
and is said to bake evenly. It is made 
of uniform blue steel, lined throughout 
with corrugated tin and asbestos with 
racks of heavy rust proof wire. 

A large glass panel is in the drop 
door. 


A New Period Design in 
Community Plate 


HE craftsmen of Oneida Commu- 

nity, Ltd., Oneida, N. Y., have 

again sought the old masters for 
their latest inspiration in decorative 
design and produced the Hampton 
Court pattern. 

It is said to be a perfect replica of 
the richest form of Renaissance art, 
and to be the first time that it has 
ever been successfully adapted to sil- 
verware decoration. 

The original masterpiece from which 
the exquisitely delicate tracery was 
evolved, was found in Hampton Court 
Palace, England, a stately royal resi- 
dence built in 1515. The addition of 
Hampton Court to the Community 
group completes the series of authen- 
tic classic designs. 

Dealers who have seen this design 
in the new “Court Cabinets,” which are 
replicas of early English handcarved 
chests, and in the very popular blue 
and gold buffet trays, assert that it is 
the most beautiful of Community de- 
signs. 


Mail Receptacle Occupies 
Less Space But Affords 
Ample Room 


MAIL box with several attractive 
features designed to meet the 
Government requirements is_ be- 
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strength. Solder has advanced a half a 
cent over the quotation of a week ago. 


We jobbers’ stocks, 
f.o.b. Twin Cities: Strictly half and 
half soider at 38c. Jb., and war- 
ranted half and half eehdiae at 39c. 
per Ib., net. 


TIN PLATE.—Demand is very good, 
with stocks well assorted and prices 


quote from 


unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Furnace coke, 
ICL, 20 x 28 tin at $14.25 box, and 
IC, 20 x 28, 8-lb. coating roofing tin 


at $14.60 box, net. 


WHEELBARROWS.—Demand is fair, 
both for commercial purposes and for 
home use. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Fully bolted bar- 
rel type tray wheelbarrows at $36.50 
doz.; No. 2 tubular barrows at $7.33 
each, and No. 1 garden barrows at 
$6.25 each, net. 

WIRE CLOTH.—Sales are still very 
good, although home owners have in 
the main prepared their homes for the 
season. New houses are adding to the 
call for this class of material. Prices 
show no changes. 


We quote 
f.o.b. Twin 


from jobbers’ stocks. 
Cities: Black painted 
wire cloth, 12 x 12 mesh, $2.00, and 
galvanized, 12 x 12 mesh wire cloth, 
$2.50 per 100 sq. ft., base. 





Electrical Specialty Co., Inc., 422-430 
East Fifty-third Street, New York. It 
is made in groups from three to twenty 
boxes with one master door; in rows of 
one-two-three and four high. With two 
master doors it can be made five rows 
high, the master doors being equipped 
with government locks. 

The space requirement is small con- 
sidering for claim is made that two 
boxes of adequate dimensions can be 
placed in the space ordinarily occupied 
by one. 

The individual boxes and doors are 
intended to hold and protect such items 
as newspapers, magazines and letters 
in small or large 10% in. envelopes. 

The trim and door are so constructed 
that no iron metal parts, hinges, screws 
or rivets are exposed. It is made of 
solid brass and finished in sprayed 
brass. If specified sprayed bronze or 
rubber black finish will be furnished 
instead. 

They are made in groups of 3-4-5-6-8- 
9-10-12-15-16-20 and also include a box 
for the janitor’s mail and are shipped 
completely assembled ready for mount- 





ing. 








Coming Conventions 








AMERICAN ELECTRIC RAILWAY ASSOCIA- 
TION, annua] exhibition, Young’s Million 
Dollar Pier, Atlantic City, Oct. 5, 6, 

8, 9, 1925. Railway apparatus and de- 
vices of all kinds, buses, chassis, wagons 
and snow plows will be exhibited. Fred 
C. Dell, director of exhibits, 292 Madison 
Avenue, New York City. 


AMERICAN HARDWARE MANUFACTURERS 
ASSOCIATION CONVENTION, Atlantic City, 
—.. 2s 2: Be Seo Headaquarters. 
Benjamin Franklin Hotel F. D. Mitchell, 
secretary-treasurer, 1819 Broadway, New 
York City 

NATIONAL RETAIL HARDWARE ASSOCTIA- 
TION CONVENTION. Headquarters, Benjamin 
Franklin Hotel, Philadelphia, Pa., June 22, 
23, 24, 25, 26, 1925. erbert P. Sheets, 
secretary-treasurer, 139 East Washington 








ing placed on the market by the Auth 





Street, Indianapolis, Ind. 
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LAWN MOWERS 


‘“‘Wherever grass grows” 














Over a million already sold! 


Good lawn mowers at fair prices and careful attention to individual requirements 
go far toward explaining how we have been able to maintain the confidence and 
business of so many of our customers for a generation or longer continuously. 


If you are not acquainted with the BLAIR line we will gladly send you a catalogue. 


BLAIR MANUFACTURING COMPANY 


ESTABLISHED 1879 
SPRINGFIELD, MASS. 
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N. Y. Jobbers Report 


Several Shortages— 
Collections Are Better 


jobbers report shortages on wire cloth 


ETROPOLITAN j ’ 
iron hose reels, garden hose and in certain ice cream 


freezer lines. 


Seasonal lines are very active in the re- 


tail field, and the dealers’ stocks appear only fair on lawn 


mowers, hose, etc. 


Wholesalers report that collections are somewhat improved. 
The proximity of the National Congress in Philadelphia at- 
tracted many dealers from the Metropolitan area. 


JOBBERS’ QUOTATIONS bh RE- 
TAILERS, F.0.B. NEW YORK 


Hose Reels 


All Metal, channel steel frame, 
cast iron wheels, 9 in. corrugated 
steel drum, enameled green and 
black, $2 each. 

All Metal, steel rod, electrically 
welded together, japanned, galva- 
nized steel drum, diameter of wheels 
21% in., handle 20 in. long, $2.25 
each. 

All Metal, tubular frame, corru- 
gated galvanized steel drum, tubular 
steel wheels, enameled, 21 in., reel 
height, $3.85 each. Same, with height 
of reel 24 in., $4.45. 


Dahlia Poles 


Dahlia poles, 2 ft., 3%c. to 5%4c 
3 ft., 7c. to 8c. 


Sprinklers 
Ring type, $6.25 per doz.; Revolv- 
ing, with three arms, $13.80 per doz. 
Two Purpose, $1.33 each: Rainking, 
2.33 each; Giant Rainking, $6.67 
each. 


Poultry Netting 


Poultry netting, New York stock, 
50 per cent off list; factory stock, 
50 and 7'4 per cent off list. 


Sprayers 
Galvanized, 4 gal., $4.88 each; 
brass, 4 gal., ‘$7.50 each; bucket 
pump type, $2.75 each. Tin, % pint, 
23c. each. Tin, 1 qt., 3le. each; 
brass, 1 qt., $1.15 each: galvanized, 
1 qt., continuous, 88c. each. 


Border Shears 


Without wheel, $2.95 each; with 
wheel, $3.50 each. 

Lawn shears, with two wheels, 
3.50 each. 


Hedge Shears 


Disston, plain, 8 in., $1.65, and 9 
in.. $1.78 per pair; 10 in., $1.90 per 
pair. 

Disston, notch, 8 in., $1.78: 9 in., 
$1.90, and 10 in., $2.02 per pair. 


Wheelbarrows 


Canal barrows, steel wheel, $3.45 
each. 

Wheelbarrow, steel tray, wood 
frame, steel wheel, $5.60 each. 

Same, with steel frame, $7.35 each. 

Dutchess garden barrow, body 
width, 19% x 15%, $5.60 each. 

Same, 21% x 19, $6. 30 each. 

Same, 25 x 24%, $7.25 each. 


Grass Catchers 


Grass catchers, plain botton, for 
mowers, 12 to 16 in., 55c. each. For 
16 to 20 in. mowers, 70c. each. 

With round back, made of heavy 
white canvas, with heavy galvanized 
perforated bottom, for 12 to 16 in. 
mowers, $1; for 16 to 20 in. mowers, 
$1.15. 

Watering Pots 

Watering pots, galvanized, with 
removable screw head on spot, 6-qt., 
64c. each; 8-qt., Tic. each: 10-qt., 
8Sc. each, and 43-at. 99c. each. 


Scythes and Snaths 


Scythes, Diamond Grit, 28 to 30-in., 
and 30 to 40-in., $1.15 each. 

Big Chief, 28 to 32-in. and 30 to 
34-in., $1.45 each. 








“nglish scythes, 30-in. and 32-in., 
$1.68 each. 

Bush scythes, $1.25 each. 

Seythe snaths for grass scythes. 
$1.93 each; for bush scythes, $1.42 
each. 


Lawn Mowers 


Three-blade, plain bearings, §8-in. 
whee 12 in., $4.85; 14 in., $5.15; 16 
$5.50, and 18 in., $5.80 each. 
"thomas. with ball bearings, 12 in., 
$6.65: 14 in., $7; 16 in., $7.35, and 

18 in., $7.70 each. 

Four- blade, o -in. wheel, ball bear- 
ing, 12 in., $8.2 14 in., $8. 55; 16 in., 
$8.85, and 18 in.., "$9.25 each. 

Same, with 10% -in. wheel, 14 in., 
$9.50: 16 in., $10; 18 in., $10.50; 20 in., 

5 


1.15. 
Five-blade, 10%4-in. wheel, 16 in., 
$15.35; 18 in., $16, and 20 in., $16.75 
each. 


Lawn Rollers 


Dunham ny eg type, No. 2, 
$9: No. 4, $10.65: No. 7, $15.35; No. 
, $13.35; No. 9, $17. 35 each. 


Rubber Hose 


Rubber hose, ™ in., black rib, 
molded, in 25 ft. lengths, 10c. per ft.; 
same in 59-ft. lengths, 9%c. per ft.; 
same, better grade, red, in 25-ft. 
lengths, 12c. per ft.; and in 50-ft. 
lengths, 11%c. per ft. Electric black 
rib, in 25 ft. lengths, 16%4c.; and in 
50-ft. lengths, 15%c. 


Hose Nozzles 


a ae $5.50 per doz.; 
$1 each 


Stewart, 


Pruning Shears 


Prexto pruning shears, 9-in. blade, 
California pattern, black finish, volute 
spring, 68c. each. 

Same, polished, $1.05 each. Same 
with ratchet nut, polished, $1.23 
each. 

S. Smith No. 0 Spiral apring. 9 in., 
$4.70 doz.: No. 21 Flat spring, 9 in., 
$8 doz.: No. 30 Volute spring, 9 in., 
N. P., $14.70 per doz.; No. 130 Volute 
spring, ratchet nut, $9.70 per doz. ; 
No. 140 Volute spring, 9 in., N. P., 
ratchet nut, $16.35 per doz.; No. 4770 
Volute spring, 6 in., N. P., $12. 70 per 
doz. 

Disston’s Extra Quality.—No. 150, 
$24.75 per doz.; No. 250 Volute spring, 
half pol., 8% in., $21. 50 per doz.:; No. 
152 Hinge spring, full pol., g% in., 
$21.50 per doz.; No. 153 Leaf spring. 
full pol., 8 in., "$24 doz.: No. 253 Leaf 
spring, half pol., 8 in., $20.75 per 
doz. 

Disston Pruning Shears.—No. 1, 
Heavy, 27% in., $2.25 pr.; No. 2, 
Med., 27% in., $2.17 pr.; No. 5, han- 
dies, 9 in., pol. blades, 3% in., $1.65 
pr. 

Standard Tree Pruners.—6 ft., 
$1.30; 8-ft., $1.40; 10-ft., $1.55; 12-ft., 
$1.70 each. 

Disston’s Extra Quality Tree 
Pruners.—6 ft., $2.80; 8-ft., $3.05; 10- 
t., $3.35; 12-ft., $3.50 each. 

Little Giant Pruning Hooks and 
Saws, $2.15 each. 

Orchard Pruning Hooks and Saws, 
$2.10 each. 

Pruning Saws.—Disston’s 3 x 16, 
99c. each: 4 x 16, $1.19 each; 5 x 16, 
$1.25 each; 7 x 16, $1.43 each; 40 x 16, 
Sic. each. 

Pruning knives, 62c. each. 
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J. T. Henry Manufacturing Co. 
Pruning Shears 


No. 0. spiral _ spring, 
Ds A «6asuiwcsiiins $4.50 per doz. 
No. 1 Henry’s genuine 
flat brass springs.... 
No. 4665, 9-in. Califor- 
ee OED vc cntews cee 
No. 466, 9-in., polished.. 
No. 4671, 9-in., ratchet 
nut 


8.25 per doz. 


8.00 per doz. 
12.00 per doz. 


sitives<s egule-cueih 4% 9.10 per doz. 

No. 4770, 6-in., ladies’.. 12.00 per doz. 
No. 471, eavy wide 

PD hi cesswewere Vane 14.50 per doz. 


Suburban Demand Fair 
on Oil Cook Stoves, Etc. 


In the suburban districts, particu- 
larly in bungalow colonies and other 
summer settlements, there has been a 
fair demand for oil cook stoves and 
kindred oil-burning equipment. Prices 
are unchanged and stocks are satis- 
factory. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. NEW YORK: 


These are list prices. Dealers’ dis- 
counts are noted after each group. 


NESCO— 
FEE Te $9.50 
eG, Gees we WEIN cc cccckéesoss 17.35 
Si: = i 22.50 
Pee, «=e GS WUIIOTR,. occ 6k ccccecs 28.00 
Pee ee I. ccc ccweccess 39.50 
No. 1102 high shelf only........ 5.25 
No. 1103 high shelf only........ 6.50 
No. 1104 high shelf only........ 8.00 
No. 1105 high shelf only........ 

Nesco dealer’s discount, 30 and 5 
per cent, 

PERFECTION— 

Se § ol. eee $17.50 
INNO. 73 3 DUPMOTS. . isc Fee ccccccs 22.50 
DUO. TE GOT ccc cccccccccecces 28.50 
Se ee ee 39.50 


i Perfection dealer s discount, 30 and 


2 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 





PURITAN (Improved Model)— 





rh, ee a occ ccecces $17.50 
a Nn. cc weccocces 22.50 
Pees Se IIR oc ccccccccccces 28.50 

Puritan discounts same as Perfec- 
tion. 

Ovens 
NESCO— 

No. 05 1 burner solid door..... $2.10 
No. 5 1 burner glass door..... 2.25 
No. 010 1 burner solid door..... 4.15 
No. 10 1 burner glass door..... 4.40 
No. 020 2 burners solid door.... 5.15 
No. 20 2 burners glass door.... 5.40 
No. 030 2 burners solid door.... 5.40 


No. 30 2 burners glass door.. 5.70 
Dealer’s discount, 30 and 5 per ‘cent. 


PERFECTION— 


No. 211 1 burner plain door...$2.50 
No. 211G 1 burner glass door... 2.70 
No. 121G 1 burner glass door... 4.90 
No. 122G 2 burners glass door.. 6.00 
No. 142G 6.15 

Dealer’s discount, on 10 or more, 
30 and 5 per cent; less than 10, 30 
per cent, 


PURITAN— 


No. 42G 2 burners glass door....$5.25 
Dealer's discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 


cent, 

Water Heaters 
DE: ciuicnabtnadwestee we daek oe $45.00 
PC GeR BO, Gibeccccccsccevcecs 40.00 
POPTOCtIOM INO. GBh.cccccccccvess 80.00 


Nesco discount, 30 and 5 per cent; 
Perfection discount, 30 and 5 per 
cent in lots of 10 or more, less than 
10, 30 per cent. 


Wicks, Etc. 


Rockweave wicks, 25c. each. 

Perfection and Puritan, $4 per doz. 
and $48 per gross. 

Discounts same as on oil cook 
stoves, ovens and heaters. 
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“The Easy Hardware” 



































Bre Residence of Mrs. F. J. Carne, 
North Scituate, Mass. 


WHITCO—and Screens 


WHITCO EQUIPPED casements are easy to screen. 


They present no more difficult problem than the conventional double-hung-window. 











Compared with the ordinary casement installation, they are simplicity itself. 


° The fact that WHITCO takes the place of both butts and adjusters, and holds the sash 
in any position in any wind, not only insures a better installation, but WHITCO, being 
entirely concealed, makes it possible to place the screens much closer to the sash than 
when butts and adjusters are used —thus economizing jamb space. 


In the case of single sash and pairs of sash, the screens may be hinged to swing in, either 
at side or top, or double-sliding, vertically. 


With multiple sash in wide openings without mullions, the screens may be hinged to 
swing in, or arranged to slide horizontally, as illustrated. 
Whitco makes iteasy The screen frames may be wood or metal as desired. 


and safe toclean the out- 


side of a casementfrom \Y/e shall be glad to hear from you if you need further information. 
within the room, 


WHITCO is distributed by your Jobber. 


In Solid Brass—per Set, (the equipment for one sash or transom) $2.25 
In Rust Proofed Steel $1.75 


VINCENT WHITNEY COMPANY 

















Western Offices: CASEMENT Eastern Offices: 
365 Market Street urea 636-645 Mass. Trust Bldg. 
HARDWARE 


San Francisco Boston 

















Send all inquiries to nearer Office. 
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Consistent Demand in Cincinnati Market— 
Improvement in Retail Trade Reported 


(Cincinnati office of HARDWARE AGE) 
USINESS of Cincinnati hardware jobbers has held 
up well despite the fact that mid-summer is near 


at hand. The volume of sales 


ahead of those during June, 1924, and present indications 
point to a fairly active period of se'ling in the next few 
Inquiry among local jobbers as well as among 
other large jobbing houses in Cincinnati territory reveals 
that all of them are closing the first half of the year 


months. 


with a comfortable increase over the 


year. 


Most of the orders now being received are of the fill-in 
variety and call for immediate delivery. 
such as electric fans, garden hose, ice cream freezers 


AUTOMOBILE ACCESSORIES.— 
Business on seasonal] items is good and 
has shown a satisfactory increase over 
the corresponding period last year. 
Jobbers feel that sales during the next 
few months will reveal a sizable in- 
crease over the same months in 1924. 
While prices of tires have not advanced 
again, jobbers feel that there may be 
another rise in quotations at any time. 
This is caused largely by the tremen- 
dous advance in the price of rubber. 
First announcement of alcoho] prices 
has just been made. They are 3c. 
higher than last year’s opening price. 


We quote from Cincinnati jobbers’ 


stocks: 

Luggage Carriers.—$1 each; S$0c. in 
lots of 24. 

Seat Covers. — Ford coupe, $4.50 a 
set: Ford sedan, $8; Chevrolet coupe, 


$5.90: coach, $9.90. 

Jacks.—Ajax. No. 9. $1.05 each, 9$5e. 
each in lots of 10: No. 10, &85e. each, 
75ec. in lots of 10: No. 50. $3 each, 
$2.70 in lots of 10: No. 60, $2.50 each, 
$2.25 in lots of 106. 

Tires.—30 x 3 fabric, $5.50 each; 
30 x 3% fabric, $6.25 each; 30 x 3% 
cord, $8.25 each; 30 x 3% cord, $10.50. 

— Standard, $1.45; extra 
0 

Alcohol.—i3c. gal. in 50 gal. drums; 
charge of $6 for drum which money 
will be refunded upon return of the 
drum in good condition. 


BASEBALL GOODS.—The volume of 
fill-in orders is not as large as many 
jobbers had anticipated. Future orders 
have held up fairly well throughout the 
spring and early summer season. The 
sales, considered as a whole this year, 
do not measure up to the sales stand- 
ard of last year. 





We quote from Cincinnati jobbers’ 
stocks: 

Basebalis.—Official League, $15 per 
dozen net; Special League, $12; Offi- 
cial Practice, $7.80; Junior Official 
League, $10; New York Club, $4; 
League Junior, $2; Boys’ Practice, 
R0c. 

Bats.—No. 40K, $21 per doz. net; 
40TS, $16.20; 40CW, $16.20: No. 20, 
12; No. 16, $10.80; No. 13, $7.20: PG, 


$5.40: No. 8, $4: No. 2, $2. 


Baseman’s Mitts— No. 145, $3.95 
each; No. 131, $3; No.123, $1.95; No. 
110, &3ec. 

Catchers’ Mitts.—No. 234, $6 each: 


No. 226, $4.90; No. 210, $4.60; No. 188, 


$2.67: No. 186, $1.95; No. 185, $1.33; 
No. 182, &4e. 

Fieiders’ Gloves.— No. DW, $4.35 
each: No. 72, 95c.: No. 44, $2.33: No. 
34, $2: No. 20, $1.50; No. 14, 67c. 





weeks. 


continues slightly 


Retailers in the 


first half of last 


and hammocks, have been selling well in the past two 


Improvement in the retail trade, which was reflected 
several weeks ago, has continued. Cash sales by retailers 
during June kave run slightly ahead of those in June 
of last year, according to the leading hardware retailers. 
However, the first six months of 1925 will not measure 
up to the sales level attained in the first half of 1924. 


suburban and rural districts are com- 


plaining that their business has been only fair at best. 


Prices in genera! are firm. Weaknesses have cropped 


Seasonal items, pentine. 


BOLTS AND NUTS.—Sales are run- 
ning along at a fair rate. A stiffening 
of quotations has been noted locally in 
the last few days. Although there is 
still keen competition, jobbers are not 
resorting to the shading of prices in 
order to get business. Jobbers have 
fair sized stocks on their hands at 
present. 


We quote from Cincinnati jobbers’ 
stocks: Machine bolts, large, 50 and 
10 off; small, 50, 10 and 10 off; car- 
riage bolts, large, 50 off: small, 50 
and 10 off: stove bolts, 75 off: semi- 
finished nuts, *,-in. and smaller, 75 
off; larger sizes, 65 off. 


BUILDERS’ HARDWARE. — Business 








continues to be active, but sales are 
not as brisk as some jobbers had ex- 
pected. This month is likely to show 
a small increase over May, if orders 
keep at their present level during the 
latter days of the month. Prices have 
not changed. 


We quote from Cincinnati jobbers’ 
stocks: 


_Hinges.—Heavy, 60, 10 and 10 off; 
light. 60. 10 and 10 off: extra, heavy 
T, 60, 10, 10 and 5 off. 


Hasps.—Common hinges, 70 
safety hasps, 3-in., %5c. sngle 
doz.; 4-in., .25; 6-in., $1.75. 

Butts.—Steel, dull brass and an- 
tique copper, case lots, 3% x 3, 
20c. per pair net; 4 x 4, 28c. In less 
than case lots, 314 x 3%, 22c.; 4 x 4, 
30c. 

EAVES TROUGH AND CONDUCTOR 
PIPE.—Jobbers state that sales have 
been limited, although they compare 
favorably with the same period a year 
ago. In all cases stocks are adequate 
to meet current needs. Quotations are 
firm and have not changed lately. 


We quote from Cincinnati jobbers’ 
stocks: 28-gage, 5-in. eaves trough, 
$5.50 per 100 ft.;: 28-gage, 3-in. corru- 
gated conductor pipe, $5.75 per 100 
ft.;: 3-i corrugated conductor el- 
bows, $2.16 per doz.; 29-gage, 3-in. 

corrugated conductor elbows, $1.51 

per doz. 

ELECTRIC FANS.—Sales have reached 
a high point and in the several hot 
spells that struck the city the jobbers 
were unable to supply the demand from 
the retail trade. Sales have also been 
stimulated by a newspaper advertising 
campaign launched by the retail deal- 
Prices have not changed. 


off : 
per 


ers. 


galvanized ware are stronger. 


out in several items, notably in nails, linseed oil and tur- 
On the other hand, tires, bolts and nuts and 


Collections are fair. 


|'GALVANIZED WARE.—Reports have 
een heard of an impending advance 
in prices, but this has not materialized. 
Jobbers feel that an increase in quota- 
tions is not likely in the immediate fu- 
ture, despite rumors to the contrary. 
Orders are being booked in satisfactory 
quantities. Stocks are sufficient to fill 
present requirements. 
We quote from Cincinnati jobbers’ 
stocks: Galvanized pails, 10-qt., $2.40 
per doz.; 12-qt., $2.70 per doz.; 14-qt., 


$3 per doz.; 16-qt., $3.60 per doz.; 
ralvanized tubs, No. 1, $6.80 per doz. 


? 


te) 


GARDEN HOSE.—Jobbers have been 
called on to supply garden hose to re- 
tailers who have exhausted their stock. 
The dry weather that has continued al- 
most without interruption throughout 
the past few months has resulted in 








tremendous sales of hose. Large fill-in 
orders have been placed with local job- 
bing houses. Prices are strong, but 
have not changed. 

We quote from Cincfnnati jobbers’ 
stocks: Double braided garden hose, 
full length, %-in., 8%4c. ft.; %&-in., 
914c. ft.; %-in., 10%c. ft.; in 50-ft. 
lengths, '-in., 8lec. ft.; %*-in., 9%Me. 
ft.; %-in., 10%c. ft. 

GARDEN TOOLS.—Good orders have 
been received by Cincinnati jobbers for 
hay forks. This season is expected to 
be on a par with that of a year ago. 
Reports from rural sections state that 
retail stores are doing a fairly good 
business. Stocks are adequate and 
prices unchanged. 


We quote from Cincinnati jobbers’ 
stocks: 

Hay Forks. — Best grade, 6-ft., 
$13.50; second grade, 6-ft., $12.25 doz. 
GLASS.—The market is quiet at pres- 
ent. Sales have been retarded some- 
what by the warm weather. A num- 
ber of jobbers, however, report that 
their sales have been fairly good. 

Prices have not altered. 


We quote from Cincinnati jobbers’ 
stocks: Single strength A and B first 
three brackets, 89 per cent discount; 
double strength A, 88 per cent dis- 
count; double strength B, 89 per cent 
discount. 


HAMMERS AND HATCHETS.—The 
volume of orders is satisfactory and 
jobbers have been shipping goods in 
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Meet 


Sammy Samoline 
The Clever Clean-Up Kid 


Satisfied Customers, Increasing Sales, Big Profits and Steady 
Repeat Business follow Sammy Samoline wherever he goes. 


Invite him into your store. Let him put his powerful adver- 
tising to work for you. Watch him catch and hold the interest 
of every man and woman within buying reach. 





Let him play his profit tune on your cash register. 


Little 
Sammy Samoline 


Thousands of Satisfied Custo- 
mersuse SAMOLINE forcleaning 
all Painted, Varnished, Enameled, 
Metal and Glass Surfaces. Lin- 
oleum, Bath Tubs, Marble, Tile, 
Won't scratch, stain, cor- Silverware, Pots, Pans or any 
rode or injure the most i Metal or Non-Absorbent Mater- 
delicate surface. i Suara - “ie ial—WITHOUT INJURY. 


A Time and Labor Saver 
that Always Satisfiés. 


SAMOLINE is the world's 
most wonderful cleaner. 
Pure white, as harmless as 
a baby's kiss, as powerful 
as a kick of White Mule. 


SLY 
Deas, compra. Ane siTcuss Wa 
otOM raat _ RAILWAY COACHES, 


Economical —Non-Injurious. 


Universal—Non- Inflammable 








Nothing on the Market Like SAMOLINE 
Therefore NO COMPETITION 


Less than three years ago SAMOLINE was prac- Today we pack it in’ Pints, Quarts, Half Gallons, 
tically unknown excepting in Big Institutions and Gallons, Half Barrels and Barrels. 


among Professional Cleaners. 
8 A Container to Meet the Convenience of Every Customer 


Gradually the knowledge of SAMOLINE spread and And because our records show that 70% of our busi- 


we were forced to pack it in small containers for ness comes through the Hardware Trade we are con- 
domestic use. centrating all of our advertising and selling effort to 
The demand grew. SAMOLINE made good wher- develop the demand for SAMOLINE in the Hard- 
ever it was used. It became a Household Necessity. ware Stores of America. 


Your Jobber knows all about SAMOLINE. He will tell you how others have developed 
a steady repeating business on it. He will explain how to display, demonstrate and sell 
SAMOLINE. He will arrange to furnish you with samples advertising helps, etc. . . 

But if by any chance he doesn't give you all the information you want in order to prove, 
without question that SAMOLINE deserves your most careful consideration. ... . 
Write to us direct and we will send you full particulars and samples, etc., etc. 


Be Sure to Send Us the Name of Your Jobber 


Samoline Corporation 


1300 FLETCHER STREET 
CHICAGO, ILLINOIS 
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considerable quantities. Prices are the 
same. 


We quote from Cincinnati jobbers’ 
stocks: Hatchets, No. 2961, $11.20 
doz.; hammers, No. 81, $10.50 doz.; 
Boy ‘Scout, $11 doz. 

HAMMOCKS.—Sales have been good. 

Fill-in orders have been received at a 

fair rate. The warm weather has 

boosted business. Many campers have 
been purchasing hammocks. Prices are 
unchanged. 


We quote from Cincinnati jobbers’ 
stocks: Cotton Hammocks, Standard 
makes, $15 to $54. 


ICE CREAM FREEZERS.—Thousands 
of families invested in an ice cream 
freezer during the hot period and, con- 
sequently, retail sales have been good. 
A fair number of orders for immediate 
delivery have been received. Quota- 
tions are firm, but no changes have 
been recorded. 
We quote from Cincinnati jobbers’ 


stocks: 

White Mountain, 1-qt., $4.85 list; 2- 
qt., $5.65 list; 3-qt., $6.75 list; 4-qt., 
$8.25 list; 6-qt., $10.45 list; 8-qt., 
$13.50 list; 10-qt., $18 list; 12-qt., 
$21.55 list; 15-qt., $25.60 list; 20-qt., 
$33.20 list; 25-qt., $42.60 list; Arctic, 
1-qt., $4 list: 2-qt., $4.60 list; 3-qt., 
$5.55 list; 4-qt., $6.80 list; 6-qt., $8.60 
list; 8-qt., $11.10 list. All the above 
less 50 per cent discount. 


N AILS.—Demand from the retail trade 
is only fair. As a result of severe price 
cutting by jobbers common wire nails 
are now selling at $2.95 per keg, which 
is a drop of 15c. a keg from the pre- 
vious price. In fact, common wire nails 
have decreased 30c. a keg within the 
past 40 to 50 days. 


We quote from Cincinnati jobbers’ 
stocks: Common wire nails, $2.95 per 
Kes: cement coated nails, $2.65 per 

eg. 


OIL STOVES, OVENS AND WATER 
HEATERS.—Demand continues to be 
steady and retailers have been calling 
upon jobbers for fill-in orders. Stocks 
are sufficient to care for present re- 
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quirements. No changes in prices have 
been made recently. 

These are list prices. Dealers’ discounts 
are noted after each group. 


Oil Cook Stoves 





NESCO— 
ren $9.50 
a hl. ee re 17.35 
BaD. ee PUI «on wc cccnccevse 22.00 
re, VE Sn, oe ad bbe 28.00 
No. 216 5 burmers ............. 39.50 
No. 1102 high shelf only........ 5.25 
No. 1103 high shelf only........ 6.50 
No. 1104 high shelf only........ 8.00 
No. 1105 high shelf only........ 9.75 

Nesco dealer’s discount, 30 and 5 
per cent. 

PERFECTION— 

Ses Bee a A Ss co wondetoeeees $17.50 
 “ 2 2  — RRR Reena 22.50 
i, i ah ns « 6c aise e ma weet 28.50 
ek See ae I. ss cen out bee ees 39.50 


9. 
Perfection dealer’s discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 


PURITAN (Improved Model) 


No. 43 3 
ee Ry See > 
Puritan discounts same as Perfec- 


tion. 
Ovens 
NESCO— 

No. 05 1 burner solid door...... $2.10 
No. 5 1 burner glass door..... 2.25 
No. 010 1 burner solid door..... 4.15 
No. 101 burner glass door..... 4.40 
No. 020 2 burners solid door..... 5.15 
No. 20 2 burners glass door..... 5.40 
No. 030 2 burners solid door..... 5.40 
No 0 2 burners glass door..... 5.70 


Dealer’s discount 30 and 5 per cent. 


PERFECTION— 
No. 211 1 burner plain door...... $2.50 


No. 211G 1 burner glass door.... 2.70 
No. 121G 1 burner glass door.... 4.90 
No. 122G 2 burners glass door... 6.00 
8 area arr 15 


Dealer’s discount, on 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 


PURITAN— 
No. 42G 2 burners glass door....$5.25 
Dealer's discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 





cent. 

Water Heaters 
a ae eee Ire, $45.00 
PereeOtrem IEG. GES ccocccccccoscs 40.00 
Perfection No. 421 .........e.-.. 00 


80. 
Nesco discount, 30 and 5 per cent; 
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Perfection discount, 30 and 5 per cent 
in lots of 10 or more; less than 10, 30 


per cent. 
Wicks, Etc. 


Rockweave wicks, 25c. each. 

Perfection and Puritan, $4 per doz. 
and $48 per gross. 

Discounts same as on oil 
stoves, ovens and heaters. 


PAINT.—The hot weather recently 
slowed up business, but the volume of 
sales has been satisfactory with most 
jobbers. Linseed oil is down 4c. a gal- 
lon, while a further decrease has been 
made in the price of turpentine. No 
changes have been recorded in the quo- 
tations on ready mixed house paints 
or on white and red lead. 


We quote from Cincinnati jobbers’ 
stocks: Ready mixed house paints, 
$2.75 per gal.; linseed oil, single 
barrels, $1.06 per gal.; turpentine in 
2-barrel lots, 98c. per gal.; white 
and red lead in 500-Ib. Kegs, 15% c. 
per lb., less 10 per cent. 


REFRIGERATORS. — Splendid sales 
have been reported by retail dealers 
due to the torrid weather. Jobbers have 
made large shipments to retailers in 
this territory. The volume of business 
that has been done to date is ahead of 
the corresponding period last year. 
Prices have not varied from former 
figures. 


ROOFING MATERIAL. — Activities 
have been limited. Sales have been 
fair, but the market is rather quiet 
when considered as a whole. Prices are 
firm with no changes reported. 


We quote from Cincinnati jobbers’ 
stocks: 

Roofing Paper. — Light, standard, 
95c.; medium standard, $1.20; heavy 
standard, $1.45; light Holdfast, $1.30; 
medium Holdfast, $1.55; heavy Hold- 
fast, $1.80; red and green slate 
surface, $1.95. 

Roof Coating. — Coal tar, refined, 
in barrel lots, 24c. per gal.; in half 
barrel lots, 27c. per gal.; coal tar, 
crude, in barrel lots, 25c. per gal.; 
in half barrel lots, 28c. per gal. 

Roofing Cement.—In 1-lb. cans, 32 
to the case, 15c. per Ib. net; in 3-lb. 
cans, 12 to the case, 13c.; in 5-lIb. 
cans, 12 to the case, lic.;’ in 10-Ib. 
cans, 10c.; in 25-lb. cans, 9c. 


cook 


Ass’n Departmental Activities Review by Secy. H. P. Sheets 


were sent to the publishers, with the 
recommendation that the text be so 
changed for future editions. 

“Generally, publishers have received 
our recommendations favorably, ex- 
pressed appreciation of the point we 
have tried to make and assured us of 
their cooperation to bring about the 
desired changes in arithmetic text 
books. 

“Boys and girls who learn in the 
grades that all is not profit between 
cost price and selling price will grow 
up to be better informed and less 
critical customers, and those who them- 
selves engage in business will avoid the 
disappointments and _ disillusionments 
which hard experience so painfully 
metes out to those not well forewarned. 


Simplification 


“The year’s outstanding simplifica- 
tion accomplishments of direct interest 
to the retail hardware trade were the 
reduction of loaded shells from 4076 to 
1758 loads, and paint and varnish brush 





Continued from page 85) 


sizes from 480 to 139; eliminations of 
43 per cent and 29 per cent, respec- 
tively. 

“Heavy reductions were also made in 
connection with steel sheets, terne 
plate, eaves trough, conductor pipe 
and elbows, in all of which hardware 
men are interested in greater or lesser 
measure. 

“May 27 the joint committee of the 
paint and varnish industry again met 
in Washington to consider simplifica- 
tion proposals by Chairman Ludington 
Patton of Milwaukee, but the only ac- 
complishment was the passage of reso- 
lutions suggesting that manufacturers 
consider the feasibility of adopting cer- 
tain of the recommendations. 


Hardware Council 


“It is gratifying to report that the 
Hardware Council recommended by the 
resolution of the San Francisco Con- 
gress is now approaching organization, 
the idea having received the hearty 
support of the American Hardware 





Manufacturers’ Association and, later, 
of the Southern Hardware Jobbers’ As- 
sociation and the National Hardware 
Association of the United States. 

“Distribution is now so much under 
the flood-light of public consideration 
that the Chamber of Commerce of the 
United States felt impelled to call a 
National Distribution Conference. 
Meeting in Washington, last January, 
the conference appointed a number of 
important working committees to study 
and report on the outstanding factors 
and problems of distribution. Certain 
of your officers have been honored with 
membership on some of, the committees. 
It is understood that initial reports will 
be ready for a second conference to be 
called this fall. 

“There was perhaps never a time 
when the relations between the various 
hardware groups were so harmonious 
or when the several organizations were 
more willing to join in the effort to 
seek sound solutions of the problems of 
common concern. 


(Reading matter continued on page 114) 
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Let’s Look 
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the 
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You'll find two compartments as Automatically, 
shown above, separated by the —working copies are issued for 


mechanism which does all the work = ae a eon 
; shies thie inition. —the recor¢ copy 1S detacne 
after you've made the y and filed in the compartment 


In the right-hand compartment, you at the left, under lock and key. 

place a carton of AUTO-FOLD Record copies cannot become lost— 
continuous form stationery —the cannot be tampered with. They are 
original carton just as it reaches you. sSeparate—face up—in numerical 


After threading the first set of forms order. Reference to a particular 
—an extremely simple operation— COPY 1S a matter of seconds. And 


the RECORD-FILER is ready to when you wish to file the day’s rec- 
operate ords, simply lift out the entire lot 

; and slip them on a post binder for 
Then you make the entry and pull which holes are already punched in 


the lever. all AUTOFOLD stationery. 


These two compartments contain two of the reasons for looking into this 
newest manifolding device. But there are many others—and they are all in 
the booklet, “HOW DOES IT WORK?” which you may have for the asking. 













= AUTOGRAPHIC REGISTER(C COMPANY 
ORIGINATORS OF CONTINUOUS PRINTED FORMS 
Be: 1gg3 3580-35810 STREET HOBOKEN, NEW JERSEY 


Represented in Canada by 


AUTOGRAPHIC REGISTER SYSTEMS, Limited 


110 St. Peter Street, Montreal, Quebec Autographic 
Register Co., 
350-358 10th St. 
Hoboken, N. J. 
In five minutes this little booklet will 
give you information that may enable 
you to save many hours in your record- 
ing. It tells the complete story of the aneneeatian Shoup-Aligner 
newest development in autographic reg- 
isters. Clip and mail this coupon for a hi bdts oxiketdiebedstitiees 
your copy. 


You may send me the book- 
let, “HOW DOES IT 
WORK?” and complete infor- 


COMMPOR ccc cc cccccccccvccccetcccscese 
Ns ncn ndcnitwiha odd det debcb ohéneee 




















Why Sit Waiting for the 
Ship to Come I[n?? 


The Hopes of Yesterday are 
the Opportunities of Today. 
Harbor 


Enterprise is the 


light that guides the Ship of 


Success. Modern, high class 
means are the secret of “put- 


ting it across.” Use them! 


HARDWARE AGE CLASSIFIED 
OPPORTUNITIES offer the me- 
dium through which Hard- 
ware Men meet each week. 
Its pages of personal contact 
deliver the message to those 
who look for you and your 
offer. It is an open door of 
over one million copies a 
year to an attentive audience 
of paid subscribers. 
When you “want” new 
sales representatives 


When you “want” to in- 
crease you sales force 
or expand territory— 


If you “‘want”’ experienced 
help or desire to locate 
a responsible business 
partner— 


If you are in the market 
for a new store or 
“want” to sell a store— 


Or are looking for a 
position— 


The columns of your Business 
Paper will best serve your end. 
It is a sure course when you want 
quick results. 


Don’t wait for the ship to come 
in. Get aboard with us and bring 
it in yourself. 


Refer to the back of this issue 
right now. Rates are there and 
examples for wording your ads. 


ADVERTISING DEPARTMENT 
CLASSIFIED DIVISION 


HARDWARE AGE 
239 W. 39th St., New York 
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The general offices are 
shown at upper left. The 
building to the right con- 
tains the finishing, hard- 
ening and shipping de- 
partment. At the lower 
left is the general build- 
ing and assembling de- 
partment 


F. & N. Lawn Mower Co.’s Factory 


Additions 


HE new factory additions under- 
taken by the F. & N. Lawn 
Mower Co., Richmond, Ind., are 
new complete and in operation. These 
new additions will afford an increased 
capacity of more than 30 per cent 
with which to take care of its rap- 
idly expanding trade throughout the 
‘world. With these new additions, the 
F. & N. Lawn Mower Company has 
more than 300,000 square feet of floor 
area which, the owners claim, is the 
largest factory in the world devoted 
exclusively to the manufacture of lawn 
mowers. ' 

The new buildings as well as the 
equipment are said to be the last word 
in modern fire-proof factory construc- 
tion. Concrete, steel, and reinforced 
glass being used throughout and de- 
signed so that maximum light and ven- 
tilation is afforded all departments. As 
the construction of good lawn mowers 
requires machinery of special design 
and as accurate as mechanical skill can 
noss‘bly devise, all machinery used by 
the comvany in all departments, in- 
cluding the foundry, to the shipping 
department, is designed especially for 
this purpose, much of it indeed being 
produced in its own skops, such as 
special grinding, punching, shearing, 
and spraying machines. 

From the long row of automatic 
drilling and milling machines, lathes, 
punches, presses, and forges, component 
parts of each mower are carried by 
automatic conveyors to the various de- 
partments including grinding, assem- 
bling, and inspecting, thence through 
automatic washing machines and spray- 


. power, 


Completed 


ers to the finishing and decorating 
department, and loaded by automatic 
conveyors in the cars on the tracks. 

From the raw material to the fin- 
ished product this company manufac- 
tures lawn mowers complete including 
even grey iron and malleable castings, 
as well as screw machine products such 
as ball bearings, cones, etc. All its 
mowers are machined and fitted by 
special process as accurately as the 
highest grade sewing machine or auto- 
mobile, and lawn mowers are produced 
under a refining process of manufac- 
ture not possible in the ordinary shop. 

Efficiency is maintained to a high 
degree from the automatic screw ma- 
chines where ball bearings, cones, etc., 
are produced to the tempering rooms 
where the hot steel is carried through 
tempering oils by automatic conveyors 
without tke aid of human hands in any 
manner. 

The F. & N. Lawn Mower Company 
is devoted entirely to the manufacture 
of lawn mowers. It has a wide range 
in style and quality—more than 225 
styles and sizes of hand, horse, motor 
and golf lawn mowers, also 
lawn trimmers and grass catchers. 
The company started in a small build- 
ing, 30 x 75 feet, less than fifty years 
ago. It claims to make and sell a 
lawn mower for every minute of every 
working day in the year. Its products 
are sold everywhere, in the largest or 
smallest city in America, England, in- 
deed, all Europe, Australia, Africa, In- 
dia, and the Orient. 
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Quicker turnovers—with china 


The four patterns shown 
above are from our stock of 
china. Reading from left to 
right, these patterns are: 


The Meriden 

The Cromwell 
The Bancroft 
The Pelham 


We also have a number of 
new and distinctive patterns 
in American and English 
Porcelain, Japanese, Bava- 
rian and French China that 
are receiving the approval 
of discriminating buyers. 


N all parts of the country, in small communities 
as well as large, hardware merchants are featuring 
china—and making it a big source of profit. 


It is more than the “china counter”—it is a draw- 
ing card for new trade, a source of future as well 
as present business, a means of quickening sales 
throughout the store. 


To get this opening wedge to bigger and better 
business the merchant must insure quick turnover. 
That is where FISHER-BRUCE service comes in. We 
do the warehousing for you. 


So you can operate a profitable department without 
a whole lot of money or a whole lot of space. 


And, we can offer you the exclusive selling rights on 
some very fine patterns in imported and domestic 
china and porcelain. Write us for details. 


FISHER, BRUCE @& CO. 


Importers and Wholesalers 


Sales Offices: 219-221 Market Street, Philadelphia 
Warehouses: 225 Church Street; 210-212 Filbert Street 
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(Pittsburgh office of HARDWARE AGE) 


‘ke Pittsburgh market has most of its recent char- 





acteristics in the way of business. Lines seasonal to 

this time of the year are moving out of jobbers’ stocks 
in good fashion, although the past week has seen some 
tapering off in some directions, notably in poultry netting, 
and the repeat orders in lawn mowers are fewer, this be- 
cause there has been so much dry weather that the lawns 
have not flourished. Staple lines still are rather slow. Price 
changes are few. The most important one is found in an 
announcement by some of the independent manufacturers 











Seasonal Lines Active in Pittsburgh 


Market—Outlook Reported Favorable 


ized barbed wire are reduced $2 per ton. Plain wire is 
not affected by this change. Local jobbing prices have 
been based more on actual sales prices than on regular 
mill quotations for some time, and the announcement just 
made, therefore, occasions no change in Pittsburgh resale 
prices. The continued strength of the crude rubber mar- 
ket has forced some of the manufacturers of rubber goods 
to withdraw quotations and it is expected that the new 
price lists will reflect the higher cost of the raw material. 
The report about collections here still is that they are 





of wire products in which quotations of nails and galvan- 


AUTOMOBILE ACCESSORIES. — Al- 


though there already has been a sub- 
stantial advance in tires and tubes it 
would occasion little surprise if further 
advances resulted in the continued up- 
ward swing of crude rubber prices. 
General business in accessories still 
leaves much to be desired. 
Prices from jobbers’ 
Pittsburgh, follow: 
Spark Piugs.—A. C. plugs, lots of 
less than 10, 65c. each; lots of 10 to 
49, 58c.; lots of 50 to 99, 55c.; lots of 
100 to 200, 57c.; lots of 300 or more, 
47c.; A. C. plugs, No. 1075, for Ford 
cars, lots of less than 10, 49c.; lots 
of 10 to 49, 44c.; lots of 50 to 99, 
42c.; lots of 100 to 200, 39c.; lots of 
300 or more, 37c. 


stocks, f.o.b. 


Motor Meters.— Standard makes, 
lots of less than 10, 25 per cent off 
list; lots of 10 to 19, 30 per cent off 
list; lots of 20 or more, 37 per cent 
off list. 

Horns.—Spartons, single lots, 33% 
per cent off list; $60 list and over, 


40 per cent off list; $90 list and over 
40 and 5 off list. 
Windshield Cleaners.— Trico, uni- 
versal automatic cleaners, $3.25 each. 
Jacks.—Millers Falls, No. 145, $3.75 


each. 
Pumps.—Anthony line, $2.20 each. 


AWNING HARDWARE.—There is still 
a fairly good business but the peak of 
demand for this year is believed to 
have been past. Jobbers quote: 


Eye ends, % in., $5 per 100; % in., 
$8; clamps, % in., $6.50 per 100; % in., 
$8; hinges, $3.50 per 100. 


BOLTS, NUTS AND RIVETS.—Prices 
of bolts and nuts are holding firmly be- 
cause the factory prices are unyielding. 
There is only a moderate demand. 
Rivets are not so firm. 


We quote out of jobbers’ stocks as 
follows: 

Machine bolts, small rolled threads, 
00 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list: car- 
riage bolts, small rolled threads, 50 
per cent off list; all sizes cut threads, 
45 per cent off list; stove bolts, 75 
per cent off list; tire bolts, 40 and 
10 per cent Off list; nuts, hot pressed 
blank or tapped, 3.25c. off list; c.p.c. 
and t. blank or tapped, 3.35c. off 
list; rivets, small wagon and tinner’s, 
60 per cent off list. 


CONDUCTOR PIPE.—A very fair de- 
mand still is reported although it lacks 
the snap noted early in the year. Prices 
show no change. 


We quote out of Pittsburgh ware- 


houses: 

Galvanized sheet steel pipe, No. 28 
gage, 3-in., $5.05 per 100 ft.; copper 
pipe, 2 to 5-in., 16-oz., 32 per cent 


off list on direct mill shipments and 
28 per cent off list out 


of jobbers’ 


only fair. 


brisk sale. 


Jobbers quote 
No. 44, at $6 each, and No. 


$11.50. 
GARBAGE PAILS AND CANS.—A 


good movement is noted in these lines 
in this district. Prices show no change. 
Net prices to retailers follow: 


Security Line Ash Cans.—No. l, 
$2.80; No. 3.25; No. 3, $3.85; 
Garbage Cans, o. 10, $2.05; Garbage 
Pails, No. 7, $1.50; No. 8, $1.60; 
No. 9, $1. 90; Keystone Garbage Cans, 
No. 11, $1.70; No. 12, $1.95; No. 13, 
- Security Rubbish Cans, No. 30, 


the Emerson line, 
450 at 


sanmen HOSE. — Demand for this 
product holds up strongly and stocks 
are so moderate that many jobbers 
have to call upon others to help them in 
meeting the demands. 


Jobbers quote in 250-ft. 

8l4c. to 9c. per ft.; & in., 

to 10c.; % in., 10%c. to Illc.; 
Spray nozzles, $6.80 a doz. 


KEGS (Wooden).—It is a little early 
for a big demand for kegs but the fruit 
crop prospect is good and some fair 
sized initial orders are coming in. Job- 
bers quote: 


reels: % 
9l4c. 


Gem 


1‘ White 
Red White Oak 

Oak Oak Charred 
5 gallon - * 4 $1.30 $2.35 
10 gallon .... 1.5 1.70 2.70 
15 gallon — ° . 2.00 3.00 
20 gallon . 2.00 2.20 3.50 


MILK CANS.—tThere is a very steady 
and well-sustained demand for milk 
cans, although dry weather in a good 
many dairying sections has reduced the 
fiow of milk. 


Prices out of jobbers’ stocks follow: 
Security line: (sunken covers) Cleve- 
No. 620, $3.60 each; No. 732, 
‘ 740, $4.50; Tiger, No. 620, 
$3. 20: No. 632, $4.10; No. 640, $4.45; 


No. 732, $4.2 20’; No. 740, $4.50; Ohio, 
No. 620, $2. 80; No. 632, $3. 30; No 
640, $3.40: No. 732, 3.45: No. 740, 
$3.55; Pittsburgh pattern, $2.70 each. 


Umbrella cover 15c. per can extra. 


OIL STOVES AND OVENS. — Sales 
still are running below expectations al- 
though in the aggregate a fair business 
is being done. 


Jobbers quote retailers, f.o.b. 
Pittsburgh, a discount of 30 and 5 
per cent off these prices: 

LIST PRICES 


Nesco oil cook stoves. 





stocks. 


ie Se aera s $9.50 
ee | ee ae I, occceeccéons 17.35 
ee hl OG 22.00 


(Reading matter continued on page 118) 


ELECTRIC FANS.—This is one of the 
seasonal lines that now is finding very 


4 ck snes s0® 


No. 214 28.00 
oa Se i Pe «ccoes eee ese 39.50 
No. 1102 High Shelf Only...... 5.26 
No. 1103 High Shelf Only...... 6.50 
No. 1104 High Shelf Only...... 8.00 
No. 1105 High Shelf Only...... 9.75 
Rockweave wicks, 25c. each. 
Nesco ovens. 
No. 05 1 Burner Solid Door... $2.10 
No. 5 1 Burner Glass Door... 2.25 
No. 010 1 Burner Solid Door... 4.15 
No. 101 Burner Glass Door... 4.40 
No. 020 2 Burners Solid Door.. 5.15 
No. 20 2 Burners Glass Door.. 5.40 
No. 030 2 Burners Solid Door.. 5.40 
No. 30 2 Burners Glass Door.. 5.70 


Security line. Net prices to re- 
tailers: 
a a ne. POR . cceccess een $2.35 
Se, Ge Bee BOGE cccccceceese 2.15 
a 2 ee 2 veces eeewewe 3.00 
Be, Bae Geese BOOT cccccecececs 3.60 
,: ae Ee: ED = cecccosecons 2.85 
So, Bee EE BEET cocceseeecer 3.50 
No. 40 Glass Door ............ 3.00 
Dee, Bee Gee BPG cccccccecces 3.60 
Dees: Se SD BOE .cccccccesve 3.60 
EO. B65 GROSS BPOOF ccc ccccccece 4.20 
ee. ae Ge BO = cceéecceoess 4.00 
Dee, Be Gees BPOGE ac ccecccveses 4.60 
on; 2 SD OE cweccceneees 4.00 
Dea, Bee Gees BOOED occceccecves 4.60 
SS Fe OR ee 3.85 
HO. Ge GH BOOT coccccccccce 1.75 
PO, «GR Eee POG cccccccceces 1.60 
Pee, ee SD EE. ccccvccveosess 1.35 
Dee, ee sv cececcesess 1.25 

Nesco water heaters, list price $45. 

Kamp cook stoves, No. 3, $4.65; No. 


4, $7.15; No. 7, $6; No. 10. $9.75 


PAINTING MATERIALS.—Turpentine 
and oil are down Ic. a gallon from last 
week’s prices. Other lines are without 
change. Business is rather quiet both 
as compared with earlier in the year 
and with a year ago. 


Prices to retailers: 

Ready mixed paints, best grades, 
$3.10 per gal.; lower grades, $2.50; 
white lead, 15%c. per Ib. in 100-Ib. 
lots, 10 per cent less in lots of 500 
lb. or more and an extra 5 per cent 
less in lots of a ton or more; tur- 
pentine, $1.12 per gal., in barrel lots; 
om oil, $1.18 per gal. in barrel 
ots. 


SHEET METAL.—Zinc has advanced 
%¢. a pound since last reports and the 
market is firm on sheet copper. Fair 
demand is reported. 

We quote sheet copper at 22%c. 


per lb. from jobbers’ stocks and 
21%c. per Ib. on direct mill ship- 
ments; sheet zinc, 12%c. per Ib. in 


loose sheets; 11%4c. in 100 lb. casks: 
lic. in 300 lb. casks and 10%c. in 600 
lb. casks. 

WINDOW GLASS.—Business is good 
not only in window glass but plate 
glass. There is a large capacity, how- 
ever, and while quotations are un- 
changed it is admitted that they are 





subject to more or less shading. 
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“THREADWELL” 


Taps— Dies 
Screw Plates. 


Small Tools 


Many hardware dealers have found 
a ready sale for Threadwell Tools 
because they meet modern require- 
ments to the letter. These carefully 
made tools are designed to do better 
and faster work and to retain their 
high degree of accuracy under al] 
conditions of service. 


Send for Catalog No. 4. This 88 
page book is full of worthwhile 


information. 


Threadwell Tool Company 
Greenfield, Mass. 
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Jobbers quote: Single strength A 
and Bb, 84 and 5 per cent off list; 
double strength A, 86 per cent off 
list; B, 87 per cent off list. 


WIRE PRODUCTS.—The mills have re- 
flected in a recent price announcement 
the prices which have been done for the 
past few weeks on actual business. 
They have officially announced a base 
of $2.65 per keg Pittsburgh for bright 
nails, $1.85 base per keg for coated 
nails and $3.35 base for barbed wire, 
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leaving plain wire unchanged at $2.50, 
The recent resale 
locally have discounted those 
“rices and the announcement of the 
change occasions no revision of jobbers’ 


base, per 100 Ib. 
prices 


prices. 
We quote from Pittsburgh jobbers’ 

stocks: 

Fence Wire 

(per 100 Ib.) Annealed Galvanized 
Nos. 6 to 9 gpage....... $3.00 $3.45 
Tn Oe whacrectesesscion ae 3.50 
. Mh See 3.55 
kG waicnrtentenssudeus 3.15 3.65 
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i PP eT e s 3.80 
tt Gl .wedecetoeunne seeds 3.35 4.00 
ft err: 4.30 
CMM iid diese pene oes es 3.75 4.50 

Barbed Wire (per 80-rod spool): 
I? ME, «24 66400 énen0dGude% $3.20 
Ow ig 
ES re ee ee 3.40 
I FL Sh arenes 1 eee 3.68 
2-point cattle (special).......... 2.39 

Woven wire fence (per 100 rods): 
DEED. aha i. asd saa eta ooo wah $39.36 
St ~ ta desetéariedecedv caches Ee 
ee oe ee a 35.22 
=e eee ea 48.85 
Bright nails base 

DE viravcendeeauds $3.00 to $3.05 


Sells $500 to $700 Worth of Small Tools Weekly 


G. JENNINGS, president, 
Pacific Northwest Hard- 
* ware & Implement Asso- 
ciation, and president and gen- 
eral manager of the Jennings 
Hardware Co., Tacoma, Wasnh., 
uses some of the most modern 
methods to be found anywhere in 
the West. Take the way he mer- 
chandises tools, for instance. He 
carries a $15,000 stock which he 
turns four times annually. 

How? 

Well, in the first place he car- 
ries only standard, well adver- 
tised lines and brands, which he 
displays on the panels of swing- 
ing doors. Behind the swinging 
doors is the bulk of the stock that 
is not on display. But—and here 
is one of the secrets of his suc- 
cess with this line—he also car- 
ries a good size stock of cheaper 
goods, which, be it noted, he buys 
specially for quick sales, special 
sales and for customers who do 
not want, and cannot be sold the 
more expensive and better grade 
tools. These cheaper tools are 
all displayed in bins on side tables 
near the panels of higher priced 
tools. 

Every article in the store is 
priced in plain figures. If a per- 
son wants, as an example, a ham- 
mer, the clerks in the Jennings 
Hardware Co. have been _ in- 
structed to show the best thing 
that the store has in any article 
first. So when a customer re- 
quests a hammer he is led to one 
of the panels and shown the 
store’s assortment. If he wants 
a cheaper tool than any on the 
panel displays, the clerk turns 
around and shows him something 
cheaper in the bins. The differ- 
ence is always self-evident. Mr. 
Jennings says that he has never 
been asked by a customer what 
the difference was between two 
articles, because he does not have 
any two articles priced the same, 
nor does he have to explain that 














a cheap hammer is just as good 
as a more expensive one. He be- 
lieves in making everything sim- 
ple and plain enough so that the 
most slow witted customer will 
be able to see for himself the dif- 
ferences in quality, price, etc. 

“Very often,” Mr. Jennings 
says, “after a customer has been 
looking at first-class hammers and 
then complains about the price, 
when we show him the cheaper 
article he won’t have it, and so 
we are able to persuade him to 
buy one of the better tools. When 
this happens we always make it 
a point to explain that the cus- 
tomer’s choice has been wisely 
made and back it up with our 
personal guarantee.”’ 

But there are a great many 
people, Mr. Jennings says, who 
are forever looking for bargains 
and their number seems to be in- 
creasing every year. They in- 
variably want cheap merchandise, 
he says, and are seldom per- 
suaded by the most reasonable 
argument to buy an article for 
quality. ' 

“These people ”’ he says, “built 
the Woolworth Building in New 
York. For the hardware man to 
sniff with scorn at this type is to 
cut himself off from a fruitful 
source of income. The fact that 
so many of the hardware and 
general stores refused to give 
these people what they want has 
plready placed the hardware 
store and the general store in a 
defensive position, and many of 
them have lost out to the 5- and 
10-Cent Stores, the bargain stores 
and the drug stores. 

“They want cheap goods. If 
I don’t carry the kind of mer- 
chandise they want somebody else 
will and I’ll lose a lot of good 
business. That’s why I carry 
cheap goods and quality goods. 
It takes all kinds of people to 
make a world, and all kinds of 
stock to run a modern store. 














“The secret is in the buying. 
That is the secret of the 5- and 
10-cent stores’ success. Every- 
thing you see here in these bins,” 
he said, pointing to the merchan- 
dise in the table bins that have 
been referred to, “was bought at 
a special price to be sold at a 
special price. 

“But I want you to understand 
this: We do not cut prices in this 
store. We often buy in a large 
enough quantity to sell at a very 
attractive price, but I don’t run 
this business to lose money. 

“Every Saturday we have a 
special sale. People come to our 
specials from all parts of the 
country because they have learned 
that our slogan is not bunk. We 
advertise—‘We do save you 
money’—and I have proven it to 
them in more ways than one. 

“These bins of small tools are 
being pawed over all the time— 
people looking for bargains. And 
they get them. I see to that. If 
I didn’t they wouldn’t come back, 
would they ?” 

Mr. Jennings showed us some 
of the sales records. The Friday 
before we visited the store, we 
visited it the following Monday, 
$640 worth of small tools had 
been sold from or perhaps by 
the small open bins. 

He does consistent circular ad- 
vertising, and personally writes 
letters to people he is acquainted 
with, telling them about some- 
thing he has bought for a spe- 
cial sale. In his newspaper ad- 
vertising he plays up the quality 
lines as well as the cheaper goods, 
explaining the differences in qual- 
ity and price, ete. 

It may be of interest to note 
that the amount of stock that is 
usually carried in the smal] bins 
averages between $500 and $700. 
This stock is turned almost every 
week. “It has to or I couldn’t 


continue it,” he says. 


Reading matter continued on page 120 
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The Human Side 


of a 
Great Business 


Publication 


Back of every great enter- 
prise is a human element 
contributed by those men 
whose experiences and per- 
sonalities are reflected in 
that enterprise. 


This is the element that 
molds opinion, creates good 
will and makes or mars its 
success. 






yy coe) lication today demands three 
im ba things—ability, knowledge and 
personality. In few men are 
ae these three fundamentals so 
strongly marked and blended as in Llew S. 
Soule, Editor of Hardware Age. 





His success as a writer springs from a broad 
understanding of human nature backed by 
* years of newspaper work. 


His knowledge of hardware merchandising 
is the result of thirteen years of actual expe- 
rience in the retail hardware business, sup- 
plemented by personal visits to more than 
6000 retail hardware stores in all parts of 
the United States. 


His personality is exemplified in the flood of 














Llew S. Soule, Editor 


merchants and their clerks which passes over 
his desk daily, reflecting the friendship and 
confidence of his readers. 


To Llew Soule, the Editorship of Hardware 
Age is more than a swivel chair job. It is 
as much a part of his life as is his keen per- 
sonal interest in the individual merchant and 
his problems. 


Backed by memories of his own “Behind 
the Counter’’ days, he is able to help solve 
the large as well as the common every day 
problems cof his merchant friends in a prac- 
tical, human, understandable way. 


A Thinker — a Student — a Writer — a 
Speaker—Llew Soule combines with these 
qualifications a broad knowledge of the in- 
timate details of the hardware business, and 
a viewpoint as human as are the merchants 





intimate personal letters from hardware he serves. 


**The Most Influential Hardware Paper” 
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(Chicago office of HARDWARE AGE) 

r \HERE has been practically no change in the market 
situation during the past week. 

change announced by the distributors is a 5 per cent 

reduction on some makes of wrenches and reports on the 

volume of business done do not show any material change 


from the previous week. 


Genera! rains in the agricultural districts have brought 
about a marked improvement in business sentiment, and 
the outlook for the balance of the summer and fall is 
increased demand 
stimulated by the warmer weather has held up to a re- 
markable degree and there is an especially heavy call for 
outing supplies and summer merchandise of all kinds. 

Retailers’ stocks are, for the most part, rather low, and 


regarded as very encouraging. The 


AUTOMOBILE ACCESSORIES. 
Summer items continue to be in 
heavy demand. Prices are.unchanged. 


We quote 
f.o.b. Chicago: 

Spark Plugs.—Splitdorf, 
regular 58c. each; Champion X, 45c. 
each; Champion Blue Box line, 53c. 
each; A. C. Titan, 58c. each; lots of 
100, 56c. <A. C. Special Ford, 44c. 
each. 

Spot Light.— Anderson, No. 3280, 


$6.50. 
Horns.—E. A. (Ford), $4 
Jacks.—Ajax No. 6, 90c. each; Na- 
9 


each. 
tional Standard No. $1.20 each. 
Rose, cylinder, 





from jobbers’ stocks, 


50c. each; 


Electric 


1%-in. 


33%, per cent discount; 50 pair lots, 
40 per cent discount. 
Tires and Tubes.—-30 x 3% oversize 


cord tires, $9.45 each; regular cord, 


$7.45 each; gray inner tubes, 30 x 

3%, $1.20 each; red inner tubes, 30 

x 3%, $1.50 each. 

AXES.—Prices are firm and sales good. 

We quote from jobbers’ stocks, 

f.o.b. Chicago: First quality single 

bitted unhandled axes, 3 to 4 Ib., $14 

doz. base; double bitted, $19 doz. 


base; good quality black unhandled 
axes, same weight, single bitted, $13 
doz. base; single bitted handled axes, 
$15.50 to $24 per doz., according to 
quality and grade of handle; special 
unguaranteed handled axes, $12 per 
doz., base. 


BASEBALL GOODS.—There is a good 
demand for all grades. 
BOLTS AND NUTS.—Contracts for 


the third quarter are quoted at the 
same prices as at present. Sales are 





satisfactory. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 50 per cent discount; small 
carriage bolts, rolled thread; 50-10 


per cent discount; machine bolts, cut 
thread, 50-10 per cent discount; 
small machine bolts, rolled thread, 
50-10-5 per cent discount; all stove 
bolts, 75-5 per cent discount; lag 
screws, 60 per cent discount. 


BUILDERS’ HARDWARE.—There is 
a continued steady demand and prices 
are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 2% x 3% steel butts, 
case lots, old copper and dull brass 


finish, $2.76 per doz. pair; 4 x 4 steel 
butts, old copper and dull brass finish, 
$2.84 per doz. pair; heavy steel bevel 
inside sets, case lots, $6.75 per doz.; 
steel bit-keyed front door sets, $1.75 
per set: wrought brass bit-keyed 
$3.25 per set: cvylin- 
$7.50 per set. 


front door sets, 
door sets, 


der front 








_hot weather items. 
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Weather Helps Sales in Chicago Territory— 
Increase in Retail Buying Reported 


jobbers are receiving a good volume of fill-in orders for 
immediate shipment. 
are going ahead at full speed and the demand for mate- 
rials is the heaviest of the year. 

Steel buying, while continuing to be fairly good, has not 
been enough to maintain the mill output reached last 


The only price 
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Operations in building construction 


week, and production in the Chicago district has dropped 


way. 
ago. 


CHAIN.—Prices are stationary and the 
demand satisfactory. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: %-in. proof coil chain, 
$8.50 per 100 Ilb.; Tenso, Bull Dog 
and Brown coil chains, 50-10 per cent 
discount; No. 00-4% electric welded 
cow ties, $2.75 per doz. 


COPPER RIVETS AND BURRS.— 
Sales are very good. Prices’ un- 
changed. 


We quote from jobbers’ 
f.o.b. Chicago: Copper rivets 
burrs, 35 per cent discount. 


DRAIN . PIPE CLEANER.—No price 


stocks, 
and 


changes. The demand continues to be 
very good. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 


Economy Plumber drain pipe clean- 
er, in 1 lb. net cans, in lots of 3 doz., 
2.70 per doz., in lots of 6 doz., $2.60 
per doz.; and in 12 doz. lots, $2.50 
per doz. 

Same, in 2 lb. net weight cans, in 
lots of 2 doz., $4.90 per doz: in lots 
of 6 doz., $4.70 per doz.; and in lots 
of 12 doz., $4.50 per doz. 

Hercules tile and porcelain clearer, 
in 1 Ib. net weight cans, $2 per doz. 
in lots of 2 doz. 

Hercules boiler liquid, in  1-qt. 
cans, $3 each; in % doz. lots, $2.50 
each; in 1 doz. lots, $2.25 each. 

Same, in %-gal. cans, $5 each; % 
doz. lots, $4.75 each; and in gal. cans, 
$9 each. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—There is a fair volume of sales 
reported. Prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single bead lap joint 
gutter, 5-in. $4.50 per 100 ft.; corru- 
gated conductor pipe, 3-in., $4.75 per 
100 ft.: plain ridge roll, 1%-in., $4 
per 100 ft., corrugated conductor el- 
bows, 3-in., $1.36 doz. 


ELECTRICAL AND RADIO MER- 
CHANDISE.—Sales are very good, 
with an especially strong demand for 
Prices are steady. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Electrical Merchandise.— No. 14 


rubber-covered wire, $7.20 per 1000 
ft.: in 1000-ft. lots, $6.95; No. 18 lamp 


cord, $14.50 per 1000 ft.; in 1000-ft. 
lots, $13.75; %-in. brush brass key 
sockets, 18c. each; two-way plugs, 
60c. each; in lots of 10, 49%c. each; 
one-piece attachment plugs, 3c. 
each; two-piece attachment plugs, 
12c. each: dry cells, boxes of 50, 
3014%4c. each; less than case lots, 34ec. 
each. 

Radio Supplies.—Radio B batteries, 
No. 766, $1.40 each; No. 767, $2.62 


each. 


Reading matter continued on page 122 





back to about 85 per cent capacity. 


The money market is reported as somewhat stiffer, due 
to the demands of the income tax, but bankers expect an 
easement after the July first disbursements are out of the 


Collections are considered somewhat better than a year 


Battery Chargers.—Apco line, in 
lots of less than 10, $13.50 each, net. 
Tubes.—Cunningham and G 
A., $3 list. Discount 25 per cent. 
Loud Speakers.—Western Electric, 
No. 522W, $9.50 list. Discount, 30 per 
cent. 
FIELD FENCE.—Sales have fallen off 
somewhat, as is usual during the sum- 
mer months. 
We quote 
f.o.b. Chicago: 
100 rods: 1848-6-14%, $44.08 
rods. 
FISHING TACKLE.—With the vaca- 
tion season at its height, the demand 


is very active. 

FILES.—Prices are firm with a good 

steady demand. 
We quote 


from jobbers’ stocks, 
726-6-12%, $29.02 per 
per 100 


from jobbers’ stocks, 
f.o.b. Chicago: America files, 60-10 
per cent off list; Nicholson files, 50 
per cent off list; Black Diamond files, 
40-10-5 per cent off list. 


GALVANIZED WARE.—Sales on gal- 
vanized watering pots have made a 
high record for the season. Hot weather 
has evidently stimulated the use of 
milk for beverages, with the result of 
causing a heavy demand for milk cans. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Competition galva- 
nized after made water pails, genu- 
ine riveted ears, 10-qt., $2.10 doz.; 
12-qgt., $2.35 doz.; 14-in. pieced sold- 
ered galvanized refrigerator pan, per 
doz., $3.85; 16-in., per doz., $4.75; 
5-gal. galvanized oil cans, galvanized 
breasts, $7.65 doz.; %-bu. galvanized 
after made basket, $4.75 doz.; 1-bu. 
galvanized baskets, $6.75 doz.; 1%- 
bu. galvanized baskets, $8.75 doz. 


GARDEN HOSE AND LAWN SPRIN- 
KLERS.—There is still a heavy demand 
in spite of the break in the hot dry 
weather. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Garden hose, good 
quality, molded hose, %¥-in., 
per ft.; %-in., 13c. per ft.; 
good quality wrapped, 
per ft.; %-in., 12c. per ft.; 
good quality, wrapped, 
per ft.; %-in., 14c. per ft.; 5-ply, 
good quality, wrapped, %-in., 9c. 
per ft.; %-in., lle. per ft. 
sprinklers, Rain King, $28 doz.; orig- 
inal fountain sprinkler, $8 4doz.; 
Rainbow, 38-in. high, $24 doz. 


GLASS AND PUTTY.—The volume of 
sales is showing a steady increase. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 
25-in. bracket, 88 per cent discount; 
single strength, <A, 34 to 40-in. 
bracket, 86 per cent discount; single 
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Babcock Ladders 


Spruce 
22= 














For Every Purpose 


Painters, Decorators 
Machinists, Millwrights 
Carpenters, Farmers 
Roofers, Steam Fitters 
Window Cleaners 
Housewives, Etc. 


We Pay 
the Freight 


maa 
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W. W. Babcock Co. Bath, New York 
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strength A, all other brackets, 8» 


per cent discount; double strength 
A, all sizes, 86 per cent discount; 
double strength B, 87 per cent dis- 
count. Putty, pure grades, $3.75 per 


$3.40 per 100 Ib. 
are good. Prices 


100 Ib.: commercial, 
HATCHETS.—Sales 
firm. 


We quote 
f.o.b. Chicago: 


stocks, 
hatch- 


jobbers’ 
quailty 


from 
First 


ets, No. 2 shingling, $11.20 doz.; first 
quality hatchet, No. 2 broad, $14.45 


hatchets, No. 
medium qual- 
$10.50 doz. 


doz.; medium quality 
2 shingling, $7.25 doz.; 


ity hatchets, No. 2 broad, 


HANDLED HAMMERS.—Prices are 
firm and there is a good volume of 
sales. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Vaughn-Bushnell, 16- 
oz. nail hammer, $10.50 doz.; Stanley, 
$10.50 per doz.; Maydole, $12.60 per 
doz., other makes 16-0z. machinist 
hammers, $7.85 doz. and 16-oz. nail 
hammers, $6 doz. 


HANDLES, AGRICULTURAL. — The 
demand is fairly good. Prices are 
steady. 

We quote from jobbers’ stocks, 

f.o.b. Chicago: ; 

Hay Fork Handles. — Straight, 


chucked and bored, best grade, 4%- 


ft.. $4.50 doz.; 5-ft., $5.50 doz.; XX, 
4\%-ft. $4 doz.; 5-ft., $4.80 doz.; X, 
4\-ft., $2.40 doz.; 5-ft., $2.80 doz. 

Hay Fork Handles.—Bent, chucked 
and bored, best grade with strap, 
ferrule and cap, 4%-ft., $7.50 doz.; 
5-ft., $8.50 doz.; XX, bent, with 
strap, ferrule and cap, 4-ft., $5.50 
doz.; i4-ft., $5.75 doz.; XX bent, 
414-ft., $4.50 doz.; 5-ft., $5.50 doz.; 
4 bent, 4\,-ft., $3 doz.: 5-ft., $3.40 
doz. 

Manure Fork Handles.—Bent, best 
gerade, 4-ft., $4.75 doz.; 4%-ft., $5.10 
doz.; XX bent, 4-ft., $4.15 doz.; 4%- 
ft., $4.40 doz.: X bent, 4-ft., $2.60 
doz.; 4%-ft., $2.95 doz. 

Garden Hoe WHandies.—XxX, 4%-ft., 
$3.45 doz.: X 4%-ft., $2.40 doz. 

Garden Rake WHandies.—XX, 5'%- 
ft.. $5.25 doz.; X, 5%-ft., $3.25 doz. 

Shovel Handles.—-Regular pattern. 
XX, 4%-ft., $5.90 doz.; X, 4%-ft., 
$3.90 doz.: D handle. best grade, 
$7.95 doz.; X grade, $6 doz. 

Spade Handles.— lL handle, best 


grade, $7.75 doz.: X grade, $6 doz. 


HANDLES, TOOL.—Prices firm and 
sales satisfactory. 


We quote 
f.o.b. Chicago: 
Axe Handies. — No. 1 


from jobbers’ stocks, 


Hickory, $4 


doz.; No. 2 $3 doz.; second growth 
hickory, $5 doz: finest selected sec- 


ond growth hickory, $6 doz. 

Hatchet and Hammer Handles.— 
No. 1, 90c. doz.; finest second growth 
hickory, $1.50 doz. 


HINGES.—Sales are very good. Prices 
firm. 


We 
f.< ».b. 





stocks, 
hinges, 


jobbers’ 
strap 


from 
Heavy 


quote 

Chicago: 
in bundles, 4-in., $1.03; 5-in., $1.42; 
6-in., $1.60; 8-in., $2.70; 10-in., $4.30 
per doz. pair; extra heavy T hinges, 


in bundles, 4-in., $1.56: 5-in., $1.66: 
6-in., $2.08: 8-in., $3.56: 10-in., $5.10 
per doz. pair. 


ICE CREAM FREEZERS.—tThe heavy 
demand continues. No change in prices. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: White Mountain, 1- 
qt., $4.85 list: 2-qt., $5.65 list; 3-qt., 
$6.75 list: 4-qt., $8.25 list; 6-qt., $10.45 
list; S-qt., $13.50 list: 10-qt., $18 list; 
12-qt $21.55 list: 15-qt., $25,.60 list: 
20-qt., $33.20 list: 25-qt., $42.60 list; 
Arctic, 1-qt.. $4 list; 2-qt., $4.60 list; 
8-qt., $5.55 list: 4-qt., $6.80 list: 6-qt., 
$8.60 list: S-qt., $11.10 list. All the 
above less 50 per cent discount. 


LAWN MOWERS.—Sales are good as 
a consequence of the recent heavy rains. 
No price changes. 





We quote from jobbers’ stocks, 
f.o.b. Chicago; Single strength A, 
25-in. bracket, S&S per cent*discount;: 
-knife, ll-in. wheels, $12.35 each: 
16-in. ball bearing, 4-knife, 10%-in. 
wheels, $10 each: 16-in. plain bear- 
ing, 4-knife, 10%-in., wheel, $8.65 
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each; 16-in. ball bearing, 4-kKnife, 
§-in. wheels, $7.85 each; i6-in. plain 
bearing, 4-knife, 9-in. wheel, $7.35 
each; 16-in. ball bearing, 4-knife, 


S-in. wheel, $8 each. 


NAILS.—Sales are steady and fairly 
good. Prices firm. 


We from jobbers’ 
f.o.b. Common wire 
$3.15 per keg base; cement 
$2.40 per keg base. The extra 
galvanized nails is now $2 for 
and longer, $2.25 for shorter 
l-in. 


OIL STOVES.—The continued hot 
weather is keeping up a heavy demand. 
Prices remain unchanged. 


stocks, 
nails, 
coated, 
for 
1-in. 
than 


quote 
Chicago: 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Old line New Perfec- 
tion 2-burner stove, $17 each list; 


3-burner, $22 each list; 4-burner, $28 


each list; new Improved Perfection 
2-burner, $22 each list; 3-burner, 
$28.50 each list; 4-burner, $35 each 


list; Superfex 2-burner, $45 each list; 
4-burner, $58.50 each list. All sub- 
ject to 30 per cent discount. 
of ten or more are subject to 30-5 
cent discount. Nesco Oil Cook 
No. 211, 1 burner, $9.50 each 
. 212, 2 burners, $17.35 each 
. 213, 3 burners, $22 each list; 
, 4 burners, $28 each list; No. 
burners, $39.50 each list; No. 
Shelf only, $5.25 each list; 
Shelf only, $6.50 each 
list; No. 1104, High Shelf only, $8 
each list: No. 1105 High Shelf only, 
$9.75 each list. Rockweave’ wicks, 
25c. each. Nesco Oven, No. 05, 1 
burner, Solid Door, $2.10 each list; 
No. 5, 1 burner, Glass Door, $2.25 
each list: No. 010, 1 burner, Solid 
Door, $4.15 each list; No. 10, 1 burner, 
Glass Door, $4.40 each list; No. 020, 
2 burners, Solid Door, $5.15 each list; 
No. 20, 2 burners, Glass Door, $5.40 
each list: No. 030,, 2 burners, Solid 
Door, $5.40 each list; No. 30, 2 burn- 
ers, Glass Door, $5.70 each list; Nesco 
water heaters, $45 each list. All sub- 
ject to 30-5 per cent discount. 

The manufacturers of Nesco Oil 
Cook Stoves have four zone price 
lists, varving according to the freight 
rates. The above prices are effective 
in Zone 


PAINTS AND OILS.—There are no 
price changes again this week, although 


Lots 


215, 5 
1102 High 
No. 11038 High 


| there is a possibility of a slight drop 


in linseed oil. 


We quote 
f.o.b. Chicago: 

Linseed Oil.—Raw, barrel lots, $1.19 
per gal.; 5-barrel lots, $1.14 per gal. 

Linseed Oil. — Boiled, barrel lots, 
$1.22 per gal.; 5-barrel lots, $1.17 per 
gal. 

Turpentine.—Barrel lots, $1.2@ per 


from jobbers’ stocks, 


Alcohol.—Barrel lots, 
steel drum, extra, $6, 


al. 
Denatured 
58$c. per gal: 
returnable. 
White Lead.—100-Ilb. 
5O-Ib. kegs, $S; 25-lb. Kegs, 
Ib. kegs, $2.05. 


kegs, $15.75; 
$4; 12%- 


Dry Paste.—Barrel lots, 7%c. per 
lb. 
Shellac. — (4%-lb. goods) white, 
$4.25 per gal.: orange, $4.05 per gal. 
English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 
PYREX WARE.—There is a_ good 
steady demand with no change in 
prices. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Bread Pans.—No. 212, $7.20 doz.; 
No. 214, $12 doz. 
Casseroles. — Round, Mo. 167, $12 
doz.: No. 168, $14 doz.; No. 182, $12 
doz.: No. 184, $14 doz. 
Casseroles.—Oval, No. 193, $12 doz.; 
No. 197, $14 doz. 
Pie Plates.—No. 292, $6 doz.; No. 
203, $7.20 doz.: No. 209, $7.20 doz. 
Tea Pots.—2-cup. $20 doz.; 4-cup, 
$24 doz.: 6-cup, $28 doz, 


Utility Pans.—No. 231, $8 doz.; No. 


232, $14 doz. 


ROLLER SKATES.—Sales are only 


fair. Prices are unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Union Roller skates 
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for boys, $1.40 per pair; for girls, 
$1.50 per pair. Chicago roller skates 
for boys, $1.30 per pair; for girls, 


$1.40 per pair. 
ROOFING AND PAPER.—There is a 
strong active demand, with jobbers’ 
prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $2.10 per 
square; best grade tale surfaced, 
2.35 per square; medium tale sur- 
faced, $1.75 per square; light tale, 
surfaced, $1.10 per square; red rosin 
sheathing, $62 per ton. 


ROPE.—There is a good active demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 Manila Stand- 
ard brands, 26%c. to 28%ec. per Ib.: 
No. 2 Manila, 25%c. per Ib.: No. 1 
Sisal, 17%c. per lb.; No. 2 Sisal, 
16%c. per Ib. 


SASH CORD.—Manufacturers claim 
that there is no chance of lower prices 
but there is some possibility of an ad- 
vance. Business is fair. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard brands, 
$9.55 per doz. hanks; No. 8, $11 per 
doz. hanks. 


SASH PULLEYS.—Sales continue to 
hold up well and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash _ pul- 
leys, 50c. doz.; barrels, 54c. doz.; 
Common Sense, 2-in., 60c. doz.; bar- 
rels, 54c. doz.; No. 105, 52ec. doz.; 
barrels, 48c. doz. 


SCREEN DOORS AND WINDOW 
SCREENS.—Sales are good with the 
continued warm weather. Prices are 


firm. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Screen Doors.—No. 266, 2-8 x 6-8, 
$22.80 doz.; No. 296, 2-8 x 6-8, $27 


doz.; No. 311, 2-8 x 6-8, $32.10 doz. 
Window Screens.—No. 1833, $4.94 
doz.; No. 2433, $6 doz. 


SCREWS.—Prices are firm and there 
is a fair steady demand. 





We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head, bright 
screws, 78-10 per cent new list; 


round head blued, 76-10 per cent new 
list; flat head brass, 76-5 per cent 
new list; round head brass, 74-5 per 
cent new list; japanned, 72-10 per 
cent new list. 


SOLDER AND BABBITT METAL.— 
Prices are unchanged and the demand 
is active. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted, 50-50 
solder, $38 per 100 Ib.; medium, 45-55 
solder, $37 per 100 Ilb.; tinners’, 40-60 
solder, $36 per 100 Ilb.; high speed 
babbitt metal, $20 per 100 Ilb.; stand- 
aoe No. 4 babbitt metal, $13 per 100 


WHEELBARROWS.—The demand is 
very satisfactory and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wood bar- 
rows, $3.50 each: common steel tray 


barrows, $5.50 each; steel leg garden 
barrows, $6 each. 
WRENCHES.—Sales volume is good. 
Trimo and Stillson wrenches have de- 
clined about 5 per cent. 
We quote 





from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60 per cent discount; Coes’ wrenches, 
40-10 per cent discount; engineers’ 
wrenches, 50-10 per cent discount off 
new list; Stillson, 70 per cent dis- 
count; Trimo, 65-10 per cent dis- 


count. 

Snap-On Wrenohes. — Radio and 
electrical set, $4; No. 101 Master 
Service set, $15.25; No. 202 Heavy 
set, $8.80; No. 303 Ford Master Ser- 
vice set, $14.85; No. 404 Universal 
Socket set, $8.75; No. 505B Screw 
Driver set, $3.40; No. 900 Square 
Socket set, $3.70. All Snap-On 
Wrenches less 40 per cent. 
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When the mercury tries to push the top off 
the thermometer, and your desk is piled so high 
that there’s no chance to go fishing and forget 
the heat, there is only one sure cure for your 
troubles—a husky, handsome, silent Peerless 
Fan. 


Living up to an ideal over 
a period of years produces 
experience of the very high- 
est order. For over a quar- 
ter of a century, Peerless 
has maintained its original 
ideal—to build the _ very 
finest electrical equipment 
possible. Constant striving 
to maintain the ideal, 
coupled with this experi- 
ence, is reflected definitely 
in Peerless products. 


You ll be enthusiastic the instant the first rush 
of cool air strikes you—and after ten years’ serv- 
ice, your pleasure in its possession will still be 
mounting. 


Don’t overlook your best bet! Offer your 
customer Peerless Fans. They will sell them- 
selves! 


“WHEREVER THERMOMETERS RISE” 


THE PEERLESS ELECTRIC CO. 


WARREN, OHIO, U. S. A. 
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Information and 
Inspiration for Live 
Salesmen 


are found in the hundreds of adver- 
tisements in each issue of HARDWARE 
AGE. 


The “Associated Editors” who write 
these advertisements know how you 
can sell their merchandise. They 
are trying to help you sell more efh- 
ciently since they can find their,suc- 
cess only in your success. 


Study the sales ideas they offer you. 
Every idea you assimilate will add 
to your resourcefulness as a sales- 
man. Find the idea back of each 
advertisement. In this issue note 
especially— 
PAGE 
Meeting the Plier Requirements 
of Both Mechanic and House- 
De. déeeeeedcdnne oun 4 


A Vacation Suggestion....... 18 


Know the Construction of the 


Tools You Sell. .......... 23 
Selling Security for the Home. 25 
Modernizing the Farm Home.. 31 


Decimal System of Packing in 


PED nes ae 6 wae ea kee na 
Chain Profits in the Farm Mar- 
| eee ew 35 


Proper Display Increases Turn- 
over on Any Hardware Line 51 


Keeping Accurate Tabs on Your 


a a oa 53 


Let These Editors Serve YOU 














The Paris Exposition of 


Decorative Arts 
(Continued from page 92) 





lights. Everywhere we see the changing colors 
of the rainbow. 

“Let us do everything differently,” says the 
artist. “Let us have a change.” So, instead of 
having fountains squirting water up into the air, 
he creates a fountain with a tall tapering column, 
and from the sides of this square column the 
water is shot downward into the basin below. 
This column and the basin have many square 
plates of colored glass. Back of each plate is an 
electric light. By turning these lights on and off, 
as the water falls very strikingly, changing rain- 
bow effects are produced. 

From the tops of the buildings, enormous horns 
with amplifiers regale the crowds with radio 
music—all the latest hits: “Tea for Two,” “Rose- 
Marie,” etc. Why should music not be universal? 

Below travel sight-seeing automobiles. Above, 
in the night, with streaming lights, fly airplanes. 
Surely, surely, we are living in a new world. It 
is a new era! 

I stood at the meeting of several ways. On all 
sides are these strange new buildings—a riot of 
light and color. The fountains splash, the music 
rises and falls, and ceaselessly the crowd of men 
and women flow down through these streets of 
light. The crowd is like a dark-moving river 
with golden banks. It is a drab, set, silent crowd. 
Very few even laugh. Their faces are heavy and 
unintelligent. Their clothes are dark, ugly and 
unattractive. The men with their slouch, black 
felt hats, their baggy coats and knee breeches, 
are especially ugly and out of harmony with their 
surroundings. There is an idea! The artists 
represent the new world of light, color and free- 
dom; the crowd is the old, ugly and foolish world 
come to see, but not comprehending what they see. 
This crowd in their ugly clothes, with their set 
expressions, are the discontented. They are the 
haters, They fall an easy prey to those who make 
wars. They are led like cattle. They are led by 
their hatreds. They are intolerant and bigoted. 
living in their little ‘““Main Streets.” 

An odd thought came to me. I saw Heaven 
lighted up like this exhibition. There were golden 
streets, fountains and music. There was happi- 
ness. Then the gates opened and a black, white- 
collared procession of preachers, bishops and 
priests filed down the Heavenly streets! 

My dear artist friends, seeking to give us a 
new and happier world, you must go a step fur- 
ther. You must change the clothes of the people. 
What could be more horrible than the clothes of 
men today? Why should we put our legs into a 
pair of tubes called breeches and then go forth 
with puffed knees like a buck-kneed horse? 

The women are breaking into color and freedom 
in dress. Now and then, in the river of drabness, 
we did see a beautiful feminine costume. Red is 
now very popular im Paris. Here and there a red 
dress or coat made the blackness still more black! 

Along the banks of the Seine were houseboats. 
On top were restaurants where we sat under the 
stars, dined and watched the colored water falling 
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like a veil from the Bridge Alexander III into the 
Seine below. There were immense floating steel : é 
fountains anchored in the river. These played é 

snd the lights changed and the dance music floated 

from a dozen dancing pavilions. Water fireworks 

floated down with the current and from little | /| 
islands Roman candles popped and skyrockets 
leaped up into the starry night. 

A French woman said “I haf been in New 
York. I luf your skee-line! Is that falling water 
like your Nee-i-garia!”’ 

Then came an Egyptian in his red fez. He took | 
a dozen eggs out of his mouth and picked living | 
chickens out of our pockets, also a few francs! | 

But through all the color and light and merri- | 
ment on the houseboats, I could ‘see that dark | 
crowd with dull faces slowly moving through the | 
streets of the New City of Light! The dream of | 
the artists faced by the reality of the century. | 

I was introduced to a large gentleman wearing | 
a pointed beard. He owned the houseboats. They | 
were a little side speculation. He was the cele- | 
brated POIRET, the designer of women’s cos- 


tumes! 
VOILA! 

















Interdependence in Business 


OMEBODY has written: “A five-thousand- 
a-year-man plus a competent secretary be- 
comes a ten-thousand-a-year-man.” 

The interdependence for success of a desk 
executive and of his secretary, which is merely 
highflown language for stenographer, is a mat- 
ter which is usually too little understood and 
appreciated. But, for that matter, the interde- 
pendence for success of almost any business 
captain and of his first lieutenant is an even 
broader subject which is little thought of. Fur- 
thermore, it works both ways, a fact which even 
further increases its importance. 

No business executive may be truly said to 
be a real success who has not developed a sec- 
ond line of defence and offence in his lieuten- 
ant or lieutenants. The tendency is to get away 
from _ old = of trying to make ourselves 
so indispensable to one’s organization that it ’ 
could not get along without us. Indeed there Reeien cmt you d = — _— 
are today many who judge the real worth of a frigerators, as you do o her house- 
business captain upon the basis of his ability hold articles? Why let some mer- 














to develop lieutenants who would be fully capa- chant down street get these profits ? 
ble of picking up his reins should an emergency Put in a line of famous Challenge 
so necessitate. refrigerators—a size and price for 


On the other hand, no business lieutenant 
may truthfully be said to be really efficient who 
does not wholeheartedly work for the success 
of his business captain, realizing that his own 
success must otherwise be proportionately lack- 
ing. 

As the Good Book says, we cannot live to our- 
selves alone. Nations are finding that truth 
out. Classes of the people, the capitalist and 
laborer, are learning it. And the captains and 
lieutenants of business must come to see its CHALLENGE REFRIGERATOR CO. 
truth, too. As competition increases, the ne- siete aii 
pre pon Fm cooperation becomes GRAND HAVEN, MICHIGAN 


every customer. 


Send for 
Catalog 
Write your jobber or us. See 
pictures of line in Hardware 
Buyers Catalog and Directory. 
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EY WIRE CUTTERS 


Powertit two-handed tools for 
cutting rods, bolts, heavy wire, 
hard ¢hain’ arid for splitting 
nuts—\jn shop, garage, 6n con- 
struction,| in the factory — 
wherever /tools are used, a 
PORTER/ BOLT \CLIPPER 
will be useful and a time and 
mone ac | 
At the top of this column is ele a 
PORTER Qlipper with standard side- 
cutting jaws. The tool illust ated at 
the bottom) of this advertisement is a 
PORTER Clipper fitted with Angular 
jyaws.| These are two of] the jseveral 
models infhe PORTER line. 















A Nd. 3 Gutter has a capacity of 5 8" 
annealed bolts in the thread. Capaci- 
ties Of other sizes vary frqm 3/416" to 
3/4"/ann¢aled bolts. 





Ask|yout local hardware or|tool|dealer 
to demonstrate a PORTER BOLT 
CLIPPER to you; have him jshow 
coal casi and quickly thesé tools 
do their/work. 





H./K/PORTER, Inc\ . 
EV HS 4 M at al 


PORTER BOLT ~ 


- 


CLIPPERS aresold #7 

by leading Hard- on 
ware and Tool Sup- oo 
ply Stores and are 
carried in stock 
by all leading y 1 
jobbers. ge 


Ma 
© . . 
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Bill Clark, Window Scout 


Bill Clark, of Martin & Clark, Hardware Dealers, 
writes his impressions of Spring and Summer dis- 
plays in a series of letters to his senior partner 


Nowhere in Particular, 
Some Sunny Day. 
DEAR MART: 

The mothball season is well advanced. Lots of 
hardware stores seem to also wrap up their win- 
dows in mothballs. They figger that nobody 
bothers to look at the windows on hot days, when 
most people are at the ball games, or camping out, 
or spooning and petting in places where Dame 
Nature puts the best into her show windows. 
Old Mother Nature makes her best efforts, while 
Mr. Hardware Dealer lets her get away with it. 
*Taint right, Mart—Mother Nature isn’t a com- 
petitor. She is a helpmate, for to make cheeky 
love to her and get her aroused in return, you 
can’t go along empty-handed. She cannot be won 
with wuxtra expensive jewels, flowers, chests of 
candy, etc.; she is more prosaic, if you get my 
meaning. She falls for tents, camping equip- 
ment, fishing tackle, tennis rackets, hammocks, 
goloff supplies, picnic utensils and so on. People 
who spend their vacations vamping the old lady 
go well supplied—and where are they to get their 
supplies? No Madam Jong puzzle here. We 
hardware dealers are the vamping agents. We 
play an impersonal part in the transaction, but 
unless we do some vamping on our own hooks 
with our windows, nothing ever happens. No 
good having our windows like icebergs. They 
need some interjection of Rudolph Vasolina pep 
to arouse the buying passion. 

Vampingly yours, 
BILL. 


Trenton, N. J., 
Saturday. 


DEAR MART: 

This is about fifty-fifty of the distance between 
Manhattan and Philly. 

So many stores here that they overflow into 
side and cross streets like the prongs of a fork. 

Combatting the far-famed Jersey mosquit is 
a profitable source of business to the hardware 
stores, which reminds me that they were about 
to bite in Cellarsville. Let ’em bite, but we must 
be there with bait and lure the people into our 
store for screening supplies. 

It seems the height of tact in Jersey to classify 
flies as mosquits, the same way the San Fran- 
ciscans refer to the earthquake as a “fire.” In 
the window I saw at the Trenton Hardware Com- 
pany, it was fly, fly, fly all the way through, but 
it was too good for me to fly from without taking 
in the details. The amount of green crepe paper 
used for window decorations must now reach all 
the way from the Bronx, Manhattan, to Mankato, 
Minn., for here it was again as a floor covering, 
with white and green crepe streamers running 
alternately down the rear wall. A little army of 
rolls of galvanized and copper mesh wire for 
porches and windows stood at attention about 
the rear half of the trim. General Pershing 
would not have raved over them as an army, for 
the screen men were of all heights, from the 
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small fellows to the big guys, although they were 
grouped like a well-drilled musical comedy chorus. 
Now down in front were a series of smart brain 
ticklers designed to prompt good Jersey folk to 
hard thinking. 

“Which will you do? Buy fly screen or pay 
doctor’s bills?” Gosh, that was a hard one, but 
the Trenton Hardware Company did not take 
chances on anybody paying doctor’s bills, for 
right alongside it was another card: SAFETY 
FIRST—Safeguard the health of your family 
from the disease-carrying fly by screening your 
home. DO IT NOW!” 

Safety First Week was being celebrated in 
Trenton at the time, so the tie-up was a good one, 
don’t you think so, Mart? 


Scratchingly yours, 
BILL. 


Marceline, Mo. 
DEAR MART: 

I was as fleet as a deer at hunting time in pass- 
ing through this town. Managed to strike the 
acquaintance of a hardware salesman some place 
on the road, and he put me off here while he got 
his pencil and notebook in fighting form. Had 
just enough time to look over the town when he 
came with a smile on his face and told me to hop 
in the bus. 

But not before I had time to notice the timely 
trim by the Central Hardware Store. It had the 
movies beat for realism, and it was one of those 
kind of windows you stare at hard, like you do 
a pretty girl. The imitation grass on the floor 
made me think of our little lawn back home, and 
to anybody to whom hard work would appeal, 
there was the lawn mower. It was pushed by 
two cupid cut-outs. (Say Mart, I wish I could 
persuade a couple of little fairies to push mine.) 
. Not a cold douche of water, but a spray, suggested 
by tautly stretched, fan-shaped threads. This 
part I don’t mind on a hot day. More aids to 
energetic persons in guise of rakes, grass hooks 
and oil cans were displayed about the rear. Much 
as I dislike gardening, I confess that this window 
almost made a convert out of me—it made the 
work seem so gol darn easy. 


Loafingly yours, 
BILL. 
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Racks Sell Bicycles 


NY dealer with the forethought to pro- 
A pose to school authorities the erection 
of suitable bicycle racks for the use of 
pupils in the spring, could be pretty certain 
to cash in on it. With a rack in a school 
yard, what youngster wouldn’t move heaven 
and earth to get a bicycle to put into it? In- 
terest the school authorities in racks. Inter- 
est them to the extent of having the manual 
training classes of the school put up the 
racks. You might even consider the advisa- 
bility of donating the necessary lumber your- 
self. It would not cost so very much and it 
certainly would be a splendid investment.— 
Bicycle News. 














Arcade Steel Spindle Damper 


is the time to re-order for your fall requirements. 
Arcade Steel Spindle Dampers meet every require- 
ment for quality dampers at minimum prices. 


The steel spindle in these dampers combine two 
essential features: strength and lightness. It pierces 
stove pipe easily and gives free action at all times. 
Nickel-plated coil handle affords a firm and always 
cool grip. Blade will not break in shipment or in 
use and can be furnished. in sizes from 3 to I2 
inches. We can also furnish steel spindle dampers 


with wood handles if desired. 


Order now for your late re- 
quirements. Attractive in appear- 
ance and powerful in operation our No. 
7 Spring Hinge embodies the highest 
type of cast hinge construction. The 
spring is so attached that the dead 
center between the holdback and for- 
ward action is practically eliminated. 
Finished in a fine baked enamel, 


Your jobber will supply you; ask us 
for free catalog of Arcade Hardware and 





Toys. No. 7 Spring Hinge 








HARDWARE 
and TOYS 





Here is the toy the boys are all crazy about. The miniature 


Mack Tank Truck, resplendent in all its bright enamel colors, 
is the key to the boy’s heart. To see is to want to possess 
and that is where dealers in Arcade Toys will cash in on a 
quick turnover. Arcade Toys sell and there is a liberal 


profit for you in every sale. 


Arcade Manufacturing Company 


Freeport, Illinois 
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There’s a great market 
for this finer 


HOUSEHOLD VISE 


The new Prentiss Vise is just 
the vise your customers want for 
work around the house, farm or 
garage. 


It’s a beautifully finished, all pur- 
pose vise, built to withstand 
years of hard service. And it has 
design advantages not found in 
other vises. Take, for example, 
the improved castellated collar 
fastening, that assures smooth, 
positive operation for the life of 
the vise, since there are no set 
screws to come loose. 


Every tool user wants to own 
this vise the minute he sees it. 
It means easy sales and maxi- 
mum turnover for you. 


Finished in red and black and 
packed in individual cartons, six 
to a case. Ask your jobber for 
the Prentiss Vise. 


Prentiss Vise Company 


106-110 Lafayette Street 
New York City 


7900 
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Just Out 
By William Ludlum 


HEN a feller comes a-strolling in your 
store to buy—do you 
Regard him as a stranger that has strayed 
and tell him, “Shoo!” 
Of course, you’ll say “You never did!” and that, 
“You never will! 
— let him go before his money’s in your 
i @ 
But—if the items he demands are absent from 
their place, 
You might as well admit at once— it’s right- 
about he’ll face 
And seek some other hardware store. There 
isn’t any doubt— 
You’ve chased away a profit— 
When you said—“Just out!” 


When a lady comes a-strutting in your store to 
buy a bit 

And you smilingly attend her thinking, ‘‘Here I’ll 

make a hit!” 

Do you think the way to please her is to say that 
you “regret” 

The thing she wants is sold out and the new stock 
not in yet? 

Do you think you’ll make a conquest—if you turn 
her down? Do you 

Think she’ll come again to see you if you hand 
her just—“‘Adieu ?”’ 

No! She’ll do her shopping elsewhere and all fu- 

ture flirting flout~+ 

You’ll shoo her, never woo her— 

When you say—‘‘Just out!” 


When a little boy comes skipping in your store to 
buy— it’s then 

You’ve got to watch your stepping, for all boys 
grow up to—men! 

And no matter what he’s seeking, be it tool or 
game or toy, 

If you expect to prosper—you—have—got—to— 
serve—that—boy! 

If you teil him you are “sorry” that his need is 
“out of stock,” 

That kid will not forget it and your store he'll 
always knock; 

You’ve got to cater to the kids and mind what 
you’re about, 

When a little boy wants something— 

Never say—‘“Just out!” 


When “turnover” has got you to a point where 
you fall short 

Of even five per cent of what your trade has al- 
ways bought— 

It’s time you did a “turn” yourself, turned over in 
your “bed,” 

(For you’re asleep, no doubt of it, with cobwebs 
in your head) 

And stocked your shelves with everything that 
folks come in to buy— 

The pages of this paper tell you what and where 
and why. 

Let HARDWARE AGE asgist you—and there isn’t 
any doubt— 

You’ll never lose a profit— 

Never need to say— 
“Just out!” 
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Ladies to the Left—Gentlemen 
to the Right 


(Continued from page 88) 
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sporting goods, builders hardware, paints and 
the like to attract the eye of the masculine ele- 
ment. This division is also carried out in the 
window displays, which are changed weekly, the 
left hand window always with an appeal to the 
women and the right to the men. 

Inside of the store, running down the center 
which is neutral territory as far as a “male and 
female” division is concerned, is a series of low 
tables upon which, toward the front is displayed 
seasonable merchandise, while toward the rear 
are odds and ends of close-outs and over stocks 
placarded with attractive price reductions. 

Mr. Waltz’s campaign for women customers has 
been ably assisted by Miss Edna Soward, who 
was engaged about three years ago as a book- 
keeper but who gradually deserted her books to 
become the head of sales on the left hand side 
of the store. According to Mr. Maltz, the fem- 
inine customers prefer to be waited upon by one 
of their own sex and respond more readily to 
sales suggestions made by a girl. 

« That his aggressive bid for women’s patronage 
pays is evidenced by the fact that last year Mr. 
Waltz sold 51 electric washers, 20 ranges, 17 vac- 
uum sweepers and over $1,000 worth of small 
electrical appliances, such as toasters, curling 
irons and flat irons. The store carries one item 
that is sometimes overlooked by dealers and that 
is linoleum rugs. From a stock that never ex- 
ceeded $200 the sales last year on this one item 
ran approximately $800. Waltz claims that there 
is one peculiar thing about his sales of linoleum 
and that is that he has never been able to get a 
justifiable response to any form of advertising 
except his window display and consequently at 


least once a month the year around linoleum rugs — 


are included in the display in the left window. 

Mr. Waltz is a consistent advertiser, using news- 
paper space regularly as well as having a good 
live mailing list. He is also a great believer in 
sales and once a month he has a one-day sale, 
each time featuring several seasonable items 
which are either specially bought or on which he 
is overstocked, and on which he puts an “odd cent” 
price—such as hammers for 89 cents or egg 
beaters for 23 cents. 

One should not get the idea that in catering 
to the women that Mr. Walz has lost sight of his 
men’s trade. In fact his sales on the right hand 
side set an enviable record—last year he sold 
$1,500 worth of fishing tackle, $2,500 worth of 
guns and ammunition, $1,000 of miscellaneous 
sporting goods, $9,000 of paints and painting ac- 
cessories, as well as 10 sets of harness. And each 


spring a little corner display of package garden 


seeds brings in between $500 and $600 worth of 
sales. 

This store was started with a brand new stock 
only four years ago and last year did nearly a 
$60,000 business with a stock running slightly 
over $15,000 and this year’s sales volume so far 
is showing a very substantial gain over last. And 
still some dealers say that they are handicapped 
by being located in a small town. 
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The “Ironton” Bath Room 
and Kitchen Heater 


The entire body and legs are stamped in one 
piece of 22 gauge Armco Enameling Stock, and 
the entire stove (back, sides, front and top) are 
white enameled, artistically striped at the corners 
and top in black enamel. The famous Ironton 
Bunsen Burner is used in this heater. 
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Made in Two Sizes: Six and Nine Tubes 
Manufactured for Use on Both Natural and 
Artificial Gas 


The Great Hardware and 
Department Store Seller 


Any woman who has a white bathroom or a 
white kitchen, and sees this heater will never 
be satisfied until she gets one. 


On account of its sturdy construction, Ironton 
Burner, and beauty of design and finish, this 
Heater stands in a class by itself. 


Get m line for the Fall trade. Writé for descriptive 
circular and prices today. 


The Ironton Stove & Mfg. Co. 
Ironton, Ohio 


Manufacturers of 


The most complete Heating line in America. Ironton Radiant 
Heaters, Ironton Bunsen Burner Heaters, Ironton Furnace 
Burners, Ironton Gas Ranges, Grey Iron Castings, Cast Iron and 
Steel Enameling. 


Wholesale Distributors: 


Everts & Zuver, 200 Fifth Ave. Bldg., New York City; C. W. Grawe, 1038 
Chestnut St., Philadelphia; Home Stove & Foundry Co., Chicago; 
A. Bromberger Co., Cleveland; Southern Tile Co., New Orleans; Monroe 
Hardware Co., Monroe, Louisiana; Brandon Stove Co., Little Rock, Ark.; 
Sunshine Mantel Co., Chanute, Kansas; Moroney Hardware Co., Dallas, 
Texas; Morrow-Thomas Hardware Co., Amarillo, Texas; The Daly Com- 
pany, Denver, Colorado; Holbrook, Merrill & Stetson, San Francisco and 
Los Angeles, California. 
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New 
Brown 


“SAVORY” Roasters 


So vou can satisfy all your customers, two new 
members have been added to the large family 
of “SAVORY” Roasters. Made in _ rich, 
brown porcelain-enamel. Design _ slightly 
modified as shown. Can be 


Sold at a Popular Price 
With over three million enthusiastic users, 
“SAVORY” Roasters are naturally regarded 
throughout the world as the standard of self- 
basting roasters. That is why your sales- 
people find them 


The Easiest Roasters to Sell 


For information and prices on the new models, write 
to our main office: 


Rw The Republic Metalware Co. 


Dept. SS, 90 Alabama St. 





Buffalo, N. Y. 


For 90 Years Manufacturers of Quality 
itchenware. 
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DISPLAY STAND 
gets results! 
PUT IT TO WORK FOR YOU 


IT’S FREE! 


From your jobber or write us. 


ECONOMY PLUMBER CO. 
396-8 Broadway New York 
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Letters to the Editor 


Mr. Morgner on Books and Norvell 


66 OW that Saunders Norvell has taken to 

\ book reviewing we may look forward 

hopefully to moving up out of the Moron 

class, for apparently he is determined to dissemi- 

nate his particular brand of intellectual and 
artistic culture to the hardware trade. 

“T agree with Mr. Norvell that ‘The Way Out,’ 
by Mr. Edward A. Filene, is poorly written, fur- 
thermore, it belongs in the category of pseudo- 
economic literature, of which an enormous amount 
is coming from the presses today, indicative that 
all is not well and safe with the social order of 
our time. 

“Any one sanely and calmly contemplating the 
inefficiency and extravagance of the vast democra- 
tised industry of politics in our country, must 
certainly stand opposed to applying the ‘hokum’ 
of ‘industrial democracy’ in business enterprise. 

“Business enterprise in its very essence is auto- 
cratic, and the day that ushers in industrial 
democracy will also mark the beginning of the 
decline and decadence of industrial America. 


“Most books written by business men on the 
economic and social problems of our time, are of 
about the same quality and character as Mr. 
Filene’s book, but happily, occasionally there is an 
exception. 

“‘Business Fundamentals,’ by Mr. Alvah 
Simonds of the Simonds Steel and Saw Co., ranks 
high as an authority and is one of the very best 
books of its sort published in our day, and writ- 
ten by a practical man of affairs. 


“I commend it to your readers. It can be 
read in about an hour’s time and the author is 
a master of lucid expression. 


** * * 


“Those lithographs, 200 years old, mentioned 
by Mr. Norvell, I suspect would be well worth 
more than their weight in gold, seeing that the 
lithographic process of printing was discovered 
accidentally by Senefelder, not earlier than 
1796—about 129 years ago. 

“The artistic lithography of our time is un- 
excelled; witness the work of Bellows, Bolton 
Brown, ‘Pennell, all of whose prints are worth 
many times their weight in gold. 

“Some one was ‘stringing’ Norvell.” 

(Signed) O. A. MORGNER, 
New York City. 





“Hamplified” Hardware 


VT HAVE an all-fired respect for Mr. Hamp Wil- 
| liams, and whenever he comes to the bat with 

that trusty old pen of his, I know there’s 
either a three-bagger or a home run in the offing. 
The umpire-editor may occasionally pause to dot 
his i’s, cross his t’s and throw in a few missing 
commas; but no one has yet dared to call him out 
on strikes or present him with a free pass to first 
base—he always gets there on a clean drive every 
time he swings. Whenever he comes up to the 
plate with a business proposition, there’s some- 
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thing doing and something immediate. In his 
article “Paying Your Salesmen What They Are 
Worth,” in the June 18 issue of HARDWARE AGE, 
he comes to the bat with a subject of vital in- 
terest to every hardware dealer and his “Why 
Don’t You Say Something?” should be productive 
of many replies. We’re all in the game together 
and it’s the team work that counts. With “Hamp” 
as a leader—there should be some pretty good 
batting averages before the season is over. For 
my part of the discussion I’ll say—I think a 
salesman is worth in salary just what he is worth 
in returns to the business from his sales, provided 
his other duties do not interfere with his selling 
opportunities. If, as in cases I know of, a sales- 
man has to put in part of his time buying or 
keeping in order a particular section of stock to 
the advantage of the business, this should always 
be considered in making up his pay envelope, and 
in proportion to the importance of the work ac- 
complished independent of his actual sales. In 
other words, a salesman should not always be 
judged by his sales in dollars and cents, but by 
the amount of his sales considering the length of 
time spent on the selling floor. If one man puts 
in eight hours per day selling and another one 
only four hours, owing to other duties, the mat- 


ter of compensation should be adjusted in all fair- 
ness to both. I heartily believe in paying a sales- 


man or clerk all he is worth to a business—all 
things considered. Bing!. 

While on the subject of “Hamp,” I can’t help 
but add these few last lines which have been 
knocking around in my score book for some time, 
waiting for an opportunity of working ’em off: 


A million hardware men have tried 
To tabulate hardware; 

To standardize and stabilize 
By grades and sizes fair; 

A million hardware men have talked 
Themselves quite black and blue 

In telling how to do this thing 
And how that not to do; 

A million hardware men have toiled 
To simplify the trade; 

To classify and dignify 
By standard gauge and grade; 

A million hardware men have—yes, 
A million men have tried; 

But only one, our dear old “Hamp,” 
Has hardware—“‘Hamplified.” 


If you don’t believe this—all you have to do is 
read Hamp’s letters and articles in HARDWARE 
AGE. If you don’t agree that they’re the real 
thing in up-to-date and original hardware ex- 
pression, I'll eat my—breakfast as usual—but 


feel sorry for you! 
WILLIAM LUDLUM, 
Mt. Vernon, N. Y. 
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This “SIX FOR 
ONE” set of six 


ISX FORO 


JEA Ts brushes was originated 
HOUSEHOLD INV) CFT by us in order to de- 
A velop a larger volume 


sk the Clerk 


of brush business for 
retailers. 

Our purpose has been 
accomplished for our 
customers have — sold 
over a mulleon brushes 
in past few months. 

Are vou getting your 
share of the business 
or are you letting the 





canvassers walk away 
with it? 





You can sell the “SIX FOR ONE” set, each 
set in a carton for $1.00.* These brushes are used 
in country and city homes alike. 


Embossed two color metal display sign as 
shown furnished free with all orders for two 
dozen sets or more. 

Ask your Hardware Jobber 
JEAN CARO PRODUCTS CO., Mfrs. 


Freeport, - Hlinois 
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Union WS-34 Picking Baskets 


The Handiest on the Market— 
And Reasonable 
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Here is a picking basket 
that will appeal to the 
thrifty buyer. It will give 
years of service and make 





friends. Friends mean 
profits—send tor prices at 
once. ° 
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Union Steel Products Co. 
Albion, Michigan, U. S. A. 
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The ABC of Window Dressing 


By M. C. Rowland, Beeson Hardware Co., in an address before 





Hardware Ass’n of the Carolinas 


T is not my intention to attempt to tell you how to trim or decorate 
your windows, nor shall I estimate the amount of money you 


should spend on window decoration. 
knowledge of details such as size, shape of windows, location of 


To do this would require 


stores, local conditions, of both a general and specific nature; details 


that could hardly be handled in a general discussion. 


Of one fact, 


however, I am firmly convinced, regardless of the size or shape of 
your windows; regardless of the location of your store, be it at the 
country cross-roads or in the best business section of our largest 
city, the show window of a store is, without doubt, the most valuable 


space in the store. 


This statement is borne out by the fact that in 


the store budgets 25 to 50 per cent of total rent is charged to win- 


dows. 


Show windows play a leading part in 
the success of any store, and is an item 
demanding due consideration and at- 
tention because of their great impor- 
tance. Alert and progressive dealers 
realize the value of window-space and 
spend liberal sums of money to make 
them attractive, to make them attract. 
It has been proved that money spent 
in window decorating brings greater 
financial returns than from any other 
method of public advertisement. 

Window displays either attract or re- 
pel. There is no standing still in dis- 
play work. The first impression is all 
important and has much to do with the 
final results. One is either pressing 
forward or going backward. Show 
windows are looked upon as one of the 
best mediums of advertising, and a 
customer is half won after his or her 
attention is arrested by the attractive- 
ness of the dealer’s display. Many per- 
sons make a habit of inspecting show 
windows to see what is new, and when 
ready to buy they know exactly what to 
get and where to get it. 

It is safe, I believe, to say that few 
hardware stores in the Carolinas are 
getting one-tenth of the value that can 
be obtained from their show windows. 
I attribute this fault largely to the 
store management. Too many dealers, 
I fear, fail to consider window display 
advertising from the human nature 
angle. They shy at the expense and 
seem to feel that a window display is 
hardly worth what it costs. On the 
contrary, a good display is worth many 
times what it costs. 

Gentlemen, I have been telling you 
what other people have found out re- 
garding the value of show windows. 
Now I want to tell you a little of my 
actual experience. When I began to 
work for the firm I am now with, their 
windows, I should say, represented the 
average hardware store, with the ex- 
ception that they were large, and the 
store front was better than the average 
hardware store. When I asked who 
looked after the windows I was in- 
formed that first one and then the 
other. I was also informed that there 
was no display material and the store 
management would not buy any win- 
dow display as they considered it un- 
important and a needléss expense. But 
being myself a firm believer and thor- 


oughly sold on window advertising, I 
decided to put in one good display at 
my own expense, confident that if I 
could show results I would have no 
trouble in securing display material in 
the future. I planned this window 
about two months before it was to be 
put on display. I bought $30 worth of 
decorations, two-thirds of this amount 
being spent for flowers. The merchan- 
dise to be displayed was lawn mowers, 
lawn seed, garden hose and other tools 
used in caring for a lawn. The win- 
dow was opened March 22, the first of 
spring. It was so different from any- 
thing else that had appeared in our city 
that both of the local papers ran a news 
item about the window, and it was 
talked of all over the city, and even 
nearby cities heard of this display. 
Being interested as to the results it 
would bring I found out that the store 
the year before had sold 35 lawn mow- 
ers. Our original order for this year 
was 24. We reordered four times and 
closed the season with 96 lawn mowers 
sold. Two of them, to my knowledge, 
were sold in a city thirty miles away 
with twice the population of our own. 
We sold a quantity of rubber hose and 
other items displayed in the window, 
but I was unable to get figures on 
these items. I firmly believe the in- 
creased sales on these items were as 
great as on the lawn mowers. I should 
say that we made an average profit of 
$5 on each lawn mower. Our gross 
profit on lawn mowers alone was over 
$300, with practically no extra over- 
head expense. 

I will say, without fear of contradic- 
tion, the return on this window was 
fifteen times its cost. The flowers that 
were used then have been used many 
times since and are still in use. I have 
not put in any more display at my own 
expense and I usually get anything I 
wart for our windows, and my em- 
ployer is a very conservative man along 
these lines. 

The dealer should appoint as the man 
to look after the windows one whose 
talent runs along artistic lines and 
allow him a reasonable sum of money 
to purchase decorative materials. He 
should be given time necessary to com- 
plete his work. Often dealers want the 
windows changed and want it done im- 
mediately, ignoring the fact that it re- 


Reading matter continued on page 134 


quires time both to take out and put 
in a display. 

Detail work is very important, such 
as looking after the cleanliness of the 
windows, the fixtures and the merchan- 
dise. The show cards play a part and 
should not be neglected. Nicely worded 
display cards, placed in picture frames 
of the easel design, make them more 
attractive and more effective. The 
background of the window should be 
put in first and should receive a great 
deal of care in the arrangement. The 
background is considered by many dis- 
play men as 90 per cent of the work. 
Motion picture producers spend thou- 
sands of dollars to take companies to 
some particular place where they can 
profit by the topographical scene, pic- 
turesque mountain trail, or a street in 
a crowded city with just the right at- 
mosphere. The background has a lot 
to do with putting in the punch and 
getting the story across to the audi- 
ence, just so with the window back- 
ground. There are a number of back- 
grounds that can be fixed with very 
little cost, and suggestions for these 
are found in all the trade journals and 
magazines. I have found that the best 
and cheapest in the long run is a 
painted canvass made to fit your win- 
dow. The first canvass I had made 
was of our local country club. This 
was used the first time when the club 
had its formal opening. The floor of 
the window represented a tee of the 
golf links, and was worked into a pic- 
ture displaying golf equipment. I have 
found use for this canvas a number of 
times. When not used for sporting 
goods, the clubhouse being easily hid- 
den from view by merchandise or a dis- 
play card, it has been used as a beau- 
tiful country scene. 

I suggest that dealers have made, at 
a very little expense, three paintings, 
one for spring, one for fall and one 
for the Christmas holidays. The spring 
and fall paintings could be used when- 
ever there is an outdoor effect desired, 
and in our line of business the outdoor 
scene is the one needed most. In this 
connection I wish to call your attention 
to a matter which is being very suc- 
cessfully handled in the case of large 
department stores, and there is no rea- 
son why hardware men cannot do the 
same thing. Certain department stores 
have bought very expensive settings 
for their windows and have often won- 
dered how they could afford to do this 
and only use the display once. I 
only recently learned that these dis- 
plays are photographed and sent to 
stores in other cities, and the material 
is sold at a slight reduction. It is just 
as good, however, as new and the store 
making the purchase can get the same 
results as the original users. None of 
us would like to duplicate our displays 
and, for that reason, we hesitate to 
spend large sums for a spring opening, 
a fall opening, or a holiday window. 
I bought last Christmas for one of our 
windows display material that cost 
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PACKING <S b nal _— 
These chains are : bh — eee aD es — I ee S——S) 
packed in heavy, full - pet 
telescope, — car- — 
ozen in 
ab ke eaal ve Important To Jobbers 


Packed ‘cases Ba We consider the Jobber the first link in the chain of merchandising. 
pounds. Jobbers ap- Our responsibility does not end with the delivery of our product to 
yg oo er ee you or the dealers you serve. Nor does it end when the merchandise 
shipping. has been placed in the hands of the consumer. 











WESCO’S responsibility terminates only when the Car Owner has 
received the fullest measure of service from WESCO TIRE CHAINS. 


Western Chain Company, 1803 Belmont Ave., Chicago 














WARREN HARDWARE STORE FIXTURES 
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Blame Yourself If Sales Don’t Increase! 


If contemplating changes Let’s be specific. What you want is more sales—business growth. Are you pre- 
in your store, our cata- pared for it—are you planning for it—or just wishing? 
log of Warren Fixtures Show people you want their business by equipping your store to give better and 
will be sent upon request quicker service; reach out for more sales by displaying merchandise where cus- 
tomers can see, compare and buy. Take a page out of the experience of other live 
merchants, and install Warren Fixtures. 
NEWS ITEM Proper growth calls for intelligent planning. To insure easy expansion a stand- 
’ ardized fixture should be used. Warren “Sectional” Fixtures permit expansion 
C. F. Wooley, 2937 either in length or height—and made into a new layout within a few hours. 
ed ye Chicago, Even though you may not plan new fixtures now, it would be worth while to have 
tno, have just tn a Warren Suggestive Floor plan. What are your problems? 


stalled a complete equip- 


complete | 
in thor sore" ~=—s.,s«D. WARREN MFG. CO., 159 N. State St., Chicago, Illinois 


——! 


YOU CAN START WITH A SECTION AND ADD OTHERS AS YOU NEED THEM 
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around $75. It was very pretty and 
got the desired results. A number 
traveling men said it was equal to any- 
thing shown on Broadway, but I would 
not care to put in the same display 
next year. Now if we had some ex- 
change system of disposing of these 
displays, a dealer in a distant town 
could get the same results and we could 
cut down our cost considerably. If any 
of you men are interested in such a 
proposition I would be glad to take the 
matter up with you by mail. Often- 
times material can be borrowed locally, 
such as furniture, clothing, tanned hides 
and mounted game. It has been my 
experience that people are very glad 
to lend these items where you have an 
attractive window. In some cases I 
have put cards on borrowed material, 





stating the owner’s name. I have put 
in our show windows at times as much 
as a thousand dollars’ worth of ma- 
terial, all of which was borrowed. Man- 
ufacturers will often send you high- 
priced goods for display purposes, 
goods that you could not afford to stock. 
In a number of such cases we have 
been able to dispose of the goods at 
a small profit, after having had the 
benefit of the display. However, it is 
business that we would not have got, 
and we saved the return transportation. 

A good, live window man can always 
have attractive windows at a very little 
expense. There is one thing that I 


have noticed in a number of windows 
that detracts from any display, that is 
a card of advertisements, such as the- 


ot 
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ater, baseball games and other local 
amusements. Sometimes it is neces- 


sary to put a card in your window, 
advertising some church social or some 
civic campaign for the good of the city. 
This should be watched and, as soon 
as the date is past, these cards should 
be taken out. To see a card in your 
window that is several days or a week 
past the date for the affair which is 
advertised looks as if your store is 
for rent. 

Gentlemen, we have some nice hard- 
ware windows in the Carolinas, but 
you will agree with me that they are 
few, and there is no reason why every 
hardware store cannot have a clean 
and attractive looking window. There 
is no such thing as running out of mer- 
chandise to display. The average hard- 


ware store carries in stock over a hun- 
dred thousand different items. The 
average citizen in your city does not 
know this. Your windows are the best 
medium that I know of to let them 
know what you carry in stock. One 
very good way to give the public an 
idea as to the number of items, and 
the variety of goods carried, is to put 
in a window about once a year between 
seasons, a display of as many different 
items as you can get into the window. 
Let every piece of merchandise be dif- 
ferent with the exception of one item. 
Have one duplicate and offer a certain 
amount of money to the person who 
finds the duplicate. You will have a 
crowd at your window all the time and 
you can teach the public more about 
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hardware in ten days in this manner 
than you could if they came into your 
store every day for twelve months. 
I had in three such displays and the 
last caused as much ‘excitement and 
interest as the first. 

In closing I wish to call to your at- 
tention one more important teature in 
window decorating. {t is your lighting 
system. A well-lighted window adds 
very much to a poor display, and a poor- 
ly lighted window detracts much from 
a good display. It has been proved by 
actual test that a well-lighted window 
attracts 73 per cent more people than 
a poorly lighted window. There are 
regular window reflectors made which 
are placed near the glass, throwing 
all the light on the display, where it 
is needed and not on the sidewalk. 


j 


The lights under no _ circumstances 
should be seen from the_ sidewalk. 
They can be hidden from view by the 
use of a valance, which has a decora- 
tive value. Many stores have learned 
the value of light and go so far as to 
use artificial light in the day time. 
Colored lights can be used if one is 
an expert in lighting effects. This is 
suggested, however, only to experts, as 
colored lights change the color of goods 
and make it difficult to see the goods 
distinctly. 

Gentlemen, I hope that I have told 
you something about window displays 
that is new and interesting and I trust 
that those of you who are not getting 
the best returns from your show win- 
dows will give them more consideration. 
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The Newest Vise in the Armstrong Line 


This powerful hinged pipe vise is made of the best malleable iron pro- 
curable. It has the same quality and high standard of workmanship that 
have been such factors in the success of all 











Genuine Armstrong Pipe Tools 
Its hardened jaws of tool steel grip, hold and release work as only an 
Armstrong vise will. 


Weight 6 lIbs., range % to 2 ins. All parts are interchangeable, provid- 
ing for quick replacement if ever necessary. Plumbers and mechanics 
say it is the finest pipe vise they ever operated. Write for Discounts. 


THE ARMSTRONG MFG. CO. 


BRIDGEPORT CONNECTICUT 





The No. X 


Armstrong. 


During the warm weather is When customers most appreciate using 
sharp edge tools that save time and labor. 


Show them the popular Cheney and Royal Grinders, which are easily 
operated and put a smooth, keen cutting edge on tools with a quiet- 
ness and dispatch which 
proves their downright good 
qualities on every sharpen- 
ing job. 








4 
An attractively arranged dis- 
play of 


ROYAL NO. 4 





CHENEY Grinders 
and ROYAL Grinders 


will pep up your grinder sales right now. In the big Cheney line 
there are grinders for Home Owners, Farmers, Mechanics, Car- 
penters, Repairmen, the “Handy Man”— in fact, for every require- 
ment—in sizes and styles to fit every pocketbook. All possess 
features of unusual merit. 


Send for the Catalog. It shows the complete line. 


S. Cheney & Son, Manlius, N. Y. 
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Leather Heels Are 

Gone Forever. So Is 

The Old Style Ham- 

mer With Its Pound, 

Pound, Pound On 
The Nerves 


THE HELLER SHOCK ABSORBER 
HAMMER 


1. Absorbs the shock of blows 
and saves energy, because of a 
hard rubber cushion between 
the handle and hammer head. 


2. The head cannot come off or 
loosen. 

3. Drop forged and hand finished 
by experienced craftsmen. Of 
finest HELLER steel, super- 
hardened. 

4. Handle of best selected second 
growth hickory—no breakage. 
Well balanced, just the right 
feel. 


Stock now. Ask your jobber. Wire or 
write direct tf he cannot supply you. 


HELLER BROS. COMPANY 
Newark, N. J., U. S. A. 


1.)LER 


SINCE 1836 





HEL 


GOOD TOOLS 
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NEW—For Auto and 


general outdoor use 


q 

; 

} 7 < 

LONG established favorite, adapted i 

to a far wider range of service by + 

means of a new round shackle made to ‘ 

enter a 3g-inch opening, is the Fraim Pad- é 

lock No. 848 RS here shown. ; 

For garage, cellar door, boat house, and 

similar outdoor uses, this new Fraim pad- } 

lock has every feature needed to insure un- } 
ustial success. 

4 


Case of cast bronze, highly polished; all brass 
and bronze inside works; three secure levers lock- 
ing nose of shackle—four sub-levers locking heel. 
Shackle of electro galvanized malleable steel. 


Sturdy, attractive and weather-resisting, 
Fraim No. 848 RS can be offered at a 
price every car owner, householder and 
farmer will appreciate. 


Also made as No. o848 RS with 
barrel keys. Order now for the sea- 
sonable demand. 


FE. T. FRAIM LOCK CO. 
LANCASTER, PENNA., U.S. A 


Selling Agents in 
New York Boston Montreal 
Chicago Seattle Vancouver 
Detroit Ogden, Utah Philadelphia 
San Francisco Los Angeles Baltimore 
Winnipeg 
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Let The Juice 
Do Your Sweating 


When the mercury shoots 
up to the nineties and 


you've got some pipe 
threads to cut— 

Do you grab your die 
stock with a shout of joy 
and hop to it? Maybe 
you do, but it’s doubtful. 
Threading and cutting-off 
pipe by hand is about the 
backbreakingest job there 
is. 

Why do you do it? Espe- 
cially when the OSTER 
POWER DRIVE for pipe 
tools can be set up in your 
store or taken to any 
plumbing job to do your 


hard work for you. 

Better write today for com- 
plete information and our un- 
usually low price that will 
really surprise you. 





The Oster Manufacturing Co. 


Manufacturers of the most complete line 
of pipe threading equipment in the world 


1976 East 61st Place 
Cleveland, Ohio 


STER 
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THE NEEDED 
TOUCH 


—the tools themselves attractively dis- 
played at the buying moment! 


Starrett advertising is carrying the 
story of individual Starrett Tools, of 
Starrett prestige and reputation and 
Starrett accuracy to thousands of 
machinists and mechanics in every 
industry throughout the country— 


And thousands of machinists and me- 
chanics—“‘old-timers” and youngsters 
alike—are “sold” on the superiorities 
of Starrett Tools and “selling” 
those with whom they work— 


are 


3ut every one of those thousands who 
see Starrett advertising and the thou- 
sands who use Starrett Tools and are 
boosting them to others, will buy a 
little quicker and a little oftener if 
there’s a good Starrett Tool display at 
hand to jog their memories. 


Try it—it pays. 


Write for Catalog No. 23 “A.” 


THE L. S.’.STARRETT CO. 


World’s Greatest Toolmakers 
Manufacturers of Hacksaws Unesxcelled 
Steel Tapes—Standard for Accuracy 


ATHOL, MASS. 
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BRIDGEPORT. CONN. 


Trade Mark 


THE BRIDGEPORT SCREW CoO. 


Bridgeport, Conn. 


Represtntatives: 
George E. Quigley, Detroit 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
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_ Are Your Customers Satisfied 
2 with the Quality of 
= The Family Scales You Sell ? 


More and more house- 
wives are getting the 
habit of weighing 
groceries, meat, butter 
and other purchases. 
The necessity for weigh- 
ing ingredients at pre- 
serving time also pro- 
vides a market for 
household scales. 





The demand is there, and it 
remains for the dealer to 
take advantage of the op- 
portunity to make good 
profits by selling Chatillon 
Favorite Family Scales. Substantial, accurate scales, built for service will last 
longer than any other family scale on the market. Regularly finished in black 
enamel: but can also be furnished in gold bronze, blue or white enamel. 
e “Favorite” has no equal. 
A scale is not a scale unless it is accurate. It pays to sell the best. 


Ask us for prices 


JOHN CHATILLON & SONS 


Established 1835 : 
85-99 Cliff Street New York City, N. Y. No. 344E 
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The spirit of local pride prevails in every com- 
munity. Your town is not unlike tke thousands 
of others in that respect. Many hardware dealers 
have taken advantage of a wonderful opportunity 
to introduce Stewart’s Iron Fence and Iron Work 
to builders and home owners. . 


With very few exceptions there isn’t a private 
or public building where this type of fencing can- 
not be used to improve and protect property. 











Iron Fence Is a Community Necessity 
Have You Been Overlooking This Business? 


| Balconies, Grilles, Folding Gates, Iron and Wire Window Guards 


om Look over the grounds and buildings in your vicinity and you 
MN will be surprised at the tremendous market for iron fence. 
Write for our dealer proposition. 


New construction and replacements mean new 
prospects. Let the builders know you can take 
care of their requirements’ and share in this 
profitable business. You do not carry anything 
in stock. All Stewart’s Products are sold from 
catalogs. There is no investment—just clear net 
profits. 


We take care of all shipments direct to your 
customers. It is only necessary for you to take 
tke order. 
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Shelves are 5 inches 
wide x 5/16 inch 
thick. Lengths 18- | 
24 and 30 inches. YG 
Finished with brass a 
screws to match fix- 
tures. 


RINGCO 





Why not let us send our 
catalog showing our 300 
high quality fixtures? Our 
nearest office will mail you 
one for the asking. 

If your Jobber does not 
carry ‘“Ringco” Fixtures 
we are prepared to make 
immediate delivery from 
our complete stocks of 
both finishes. 


RINGCO 


Sala bility As Well As Durability Should Be Considered 


In stocking bathroom fixtures it is just as important 
to know that they will sell as to know that they will 
wear. 

You wouldn’t buy a suit of clothes simply because it 
was all wool—you would “Shop” until you found a 
pattern that suited you. 

Same with your customers—they want variety as well 
as quality. Ask your wife—she knows. And the ma- 
jority of Bath Room Fittings are bought by women. 


AMERICAN RING COMPANY, Waterbury, Conn., U. S. A. 


BRANCH OFFICES: 


New York, 2 Hudson St. 
San Francisco, 116 New Montgomery St. 





INGCO Bath Room Fixtures are salable because, 
besides being made to last of Solid Brass 
—they are made to please in over 300 distinctively 
individual patterns. 
The designs are the last word in up-to-the-minute 
Bath Room Fixtures and their exterior finish of either 
White Enamel or Extra Heavy Nickel Plate is—well 
women just can’t resist them—that’s why they're sal- 
able as soon as displayed. 


Chicago, No. 29 E. Madison St. 
Boston, No. 170 Summer St. 
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Approved! 




















by the keenest buying 


brains in the country 


Through unity of effort, 
large scale production, the 
elimination of waste by 
the use of efficient ma- 
chines, the hearty coopera- 
tion of satisfied employees 
and specialization, the 
Tubular Rivet and Stud 
Company has for 50 years 
manufactured rivets that 
are the recognized stand- 


ard in their field. 


= TANI Irr® 


TUBULAR RIVET & STUD 
COMPANY 


BOSTON 


Coast Representative 
J. T. McDEVITT 


Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 
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CLINTON 
Hardware Cloth 


Since 1848 the Standard 








It lasts if it’s Wickwire Spencer galvanized after 
American Wire Fabrics 
Corporation 


Subsidiary of 
Wickwire Spencer Steel Co., Inc. 


General Offices 
41 East Forty-second Street, New York 


Western Sales Office 


208 South LaSalle Street, Chicago 


Cleveland Detroit 


Seattle 


Philadelphia 
Los Angeles 


Worcester Buffalo 
San Francisco 
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NONE BETTER. § 


@) Socket Wrench Sets __ 
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No. 30 Set 
DISPLAY 
CARTON 
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a Seller! 


The display carton, containing 10 No. 30 sets 
is especially attractively labeled in purple and 
green, a combination which is good for its at- 
tention value, just as the No. 30 set is a com- 
bination which pleases the average car owner, 
both on account of its range of application 
and its moderate price. With the speed brace, 
L. Type Handle and six real sockets, it’s a 
winner for the deal- 
er and a wonder for 
the car owner. 


Shows 
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On request we'llsend | 
you a quantity of 
folders sufficient for 


all your clerks — 
ge 


Socket Sizes: of ae for — 

m /Qu ” sandpaper. ya 
7/ as 3/ a dime, éasy to sell and 
II/t dj 5/8 a big annual profit 
9/16 1/2” if pushed. 


The Complete NONE BETTER Line consists of 
nine sets. All are of the same quality—sockets ac- 
curately machined and tempered—the only variation 
being in the combinations. Your catalog is ready; 
write for it today. 


Minnesota Mining & Mfg. Co. 


Producers of the complete line of 3-M Brand Abrasives. 
Originators and sole producers of Wetordry W ater- 


proof sandpaper. 


799 Forest Street, St. Paul, Minn. 


Sold Through Jobbers Only 


The New Britain Machine Company ginal Philadelphia = Boston 
i troi ran a 
198 Chestnut Street Siciinanton a ie St. "Lets High Point 
New Britain Connecticut 
(11) | 
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Modern Homes 
Want 
Modern Door Butts 


Owners of modern residences with hand- 
somely finished doors are usually particular 
about the Hardware. 

They want hinges that will add to appear- 
ances—not detract. These people are quick 
to see and appreciate the superior qualities 


of the 


GRIFFIN 


‘‘The Door Butt of America’’ 


The pleasing design of these hinges and 
the attractive finish give a touch that adds 
beauty to the home. 

These strong, al!-steel hinges also give the 
right kind of “‘service’’ every time the doors 
are opened and closed. 
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The Griffin is made in its entirety in ou? 
own mills—each butt wrapped in moisture 
proof paper and packed one pair in a box 
with screws to match. 

We want these popular butts which are 
finished in the various Griffin hardware fin- 
ishes to reach you and your customers in 
good condition. 


Let us send Catalog and quote prices 


GRIFFIN MANUFACTURING CO; 


St. ERIE, PENNA. ake St. 


45 Warren St. NewYork 74W.Lake St..Chicago, Itt. 




















TTT 
HHI j } | 


TILL PALE 


*Derfea’ 


ee LL 


UL 


The “Customers” Who Send a Friend 


b 
Some of those “Customers” we have been mentioning 
here week after week are getting into action. We under- 
stand they have been boosting ‘Perfect’? Screen and Hard- 
ware Cloth. All the neighbors are talking about its quality 
and fine appearance and passing it on to their friends. 


| UDtow savior 


It started some time ago when our Dealer Friends insured 
themselves against dissatisfied customers by selling better 
Wire Coth. 


PAINTED SCREE" 
WIRE CLC m 


And now all their efforts are being rewarded by repeat 
sales and new customers. 


If you are not meeting these folks ask your Jobber to 
tell you about “Perfect.” 


HHA UNHIGATEUSFONEEUTTEEEEEHTOETNUNEEOOAHHUUETHHHY 
Hd 


AT 


LUDLOW-SAYLOR WIRE CO. 
ST. LOUIS, MO. 
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“~SNO-WITE- 


j ' 
Wee _ STS 
NENAMEL 

















@ There are just two things that every housewife wants Genuine “SNO-WITE” Bath Room Fittings answer & 
CS) to know about Bath Room Fittings: the first question—their beauty asserts itself. Ss) 
C4) 1I—Will they beautify the bath room? 2—How long The Guarantee Tag answers the second question—each ly) 
mr will they last and will the manufacturers stand back of article is guaranteed for 10 years*and our name is our < 
Zw, them? bond to “make good.” We protect the dealer. LS) 
( 7 @) 
& Originators of Porcelain Enameled Bathroom Trimmings ys) 


CHICAGO 


aX Boston 
San Francisco Atlanta Toronto 


om American Enameled Products Company es 


New York an 
Detroit & 


) in evel o 
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3 IN 1 Cement 
Patching Cement 
Vulcanizing Cement 
Relining Cement 

P. P. & B. Cement 
Bicycle Rubber Cement 
Wood Rim Cement 


Tire Gum for mending 
punctures in casings 

Airtite Solution for Bi- 
cycle Tires 


Rim & Gasket Shellac every job. 


Paint & Varnish Remover 





and extremely profitable to handle. 





ELECTRICAL, FRICTION, WHITE MASON, 


AND RUBBER TAPE 


Selling a product which both the seller and the buyer know to be of ex- 
ceptional merit, makes satisfied and permanent customers. RED X Prod- 
ucts are the result of over seventy-five years of actual experience and 
those who push these well known commodities are certain of sales and 
profits, because they are in great and ever increasing demand everywhere. 


Cuts Furnished for Your Catalogue on Request 


ST. LOUIS RUBBER CEMENT CO. 


3951 W. PINE BLVD., ST. LOUIS, MO., U. S. A. 


Red X Products are made with great care. 


1925 


RED X 
PRODUCTS 


FOR THE AUTOMOBILE, BICYCLE AND SHOE REPAIR TRADES 


These popular products are gaining in favor year after 
year, because they have real merit and ° 





‘Make g od” on 


Both Jobbers and Dealers find them ready, steady sellers 








Auto Body Polish 

Auto Metal Polish 

Auto Nickel Polish 

Top & Cushion Dressing 

Neatsfoot Oil Solution 

Carbon Remover 

Penetrating Oil 

Radiator Seal Compound 
(Liquid) 

Radiator Seal Compound 
(Powder) 

Griptite Patching Outfits 
Rim Cement 

Gasket Shellac 

Nut Loosener 
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How Many Customers 
DoYou Turn Away? 


The Small Sales Mean As Much to 
You As the Larger Ones 


It is a wise hardware dealer who realizes 
that service is the best advertising he can 
employ. Profits on small items do not 
reach big figures in themselves, but the 
satisfaction of the customer in obtaining 
the little article he really needs means 
profit because he’ll patronize the store 
that can supply his every need. 


WE HELP YOU SELL these small 
articles and at a minimum handling cost. 
The picture below with brief descrip- 
tion shows one way. Let us furnish you 
with further particulars. 





Reduced Size of No. 7 Asst. Display 


These Chest Trimming Assortments supply 
your customers’ wants at a fraction of the time 
required by selecting from regular stock. All 
the articles are neatly packed in a small box, 
with screws wrapped with each article. Sold 
as one unit, the same as a can of paint. Get 
the idea? 


The mounted display, consisting of an oak 
block, well finished and mounted with hard- 
ware, gives the appearance of a tool chest, and 
commands attention, insuring not only a quick 
sale, but increased sales. 


Circulars Furnished on Request. 


THE BRAINERD MFG. CO. 
EAST ROCHESTER, N. Y. 


























CORBIN 
SCREW 








PRODUCTS 





Wood Screws—Machine 
Screws—Cap and Set 
Screws—Saw Screws, 
and Special Screws of 
every _ description. 
Stove, Tire, Sink, and 
Agriculture Bolts — 
Nuts—Escutcheon Pins 
—Jack, Safety, Plumb- 
ers, Register, Sash and 
Ladder Chains. 





furnish quotations im- 
mediately upon receipt 
of samples, blueprints, 
or specifications. 


The CORBIN SCREW 
CORPORATION 


The American Hardware Corporation 
Successor 
229 High Street 
New Britain, Conn. 
Branches: 


New York Chicago Philadelphia 
Western Factory: Dayton, Ohio 
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A Complete Line of 
Oil Cooking Stoves 


HREE years ago, Globe Oil Cook- 
ing Stoves were first made. Today, 
these are known as one of the best lines. 
There is a steadily growing sale of them. 





Thoroly tested by thousands of house- 
wives, every day adds many new owners 
who are pleased with the service and 
heating qualities of them. 


Priced reasonably, Globe Stoves are 
made in both wick and wickless types. 
The triplex feature doubles the capacity 
of any type. 


The Globe Machine & 
Stamping Co. 


1210 W. 76th St. Cleveland, Ohio 
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The J-C Waxer and Polisher 
Appeals to Every Woman 


This handy household conveni- 
ence makes waxing floors an easy 
and pleasant operation. It elim- 
inates the hard work of bending 
and kneeling. It carries its own 
wax and holds enough to take care 
of average floors without refilling. 


Every sale of a J-C Waxer and 
Polisher means many future sales 
of J-C Liquid Wax. Put in a 
stock now. 


The Easiest Polisher to Use 





The little cuts above illustrate the ease with 
which the J-C Waxer and Polisher can be used. 
First, fill the polisher. It holds enough for 
1,000 square feet of surface. Next, a step on 
the polisher ejects the wax, as much or as 
little as needed. Then distribute the wax by 
moving the polisher over the floor. Lastly, 
lifting the handle allows the polisher to reverse 
itself, ready for the polishing. 


John S. Clement Company, Inc. 


Philadelphia 


Pa. 
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Cold-Drawn 


HOLLOW SCREWS 




















Pull Trade with 30°, More Strength 




















They have the “pull” with 


your set screw users—by hav- i) FLYTIME PROFITS 


ing that extra strength. 
—Get Them the Witt Way 


They have the pull of a Repu- 

° ° . “lwty Moc > a il . 
tation—which helps yours in | ome brings the ome demand for garbage pails 

: : This means something when you handle the guaranteed 
mill supply selling. Witt Yellow Labeled Line—every sale pays you about 


three times the usual profits. 





















































More than that, the yellow tag wired to the handle 


They have the pull of industry- guarantees each Witt Can and Pail to outlast three to 
. — ; five of the ordinary kind—and that means a big volume 
wide advertising, which saves 


of easy sales for you. 
you a lot of “push. 











Start at once to bank these flytime profits. Ask your 
jobber about the guaranteed Witt Yellow Labeled Line, 
or write to: 


If you're fixed about right for 


an Allen Dealership, you will 
take over sales from the start. THE WITT CORNICE COMPANY 
Cincinnati, Ohio 


Make the start — writing for icine 


catalogue CW we etre 


The Allen Mfg. Co. whi a bia 


CORRUGATED 
139 Sheldon St., Hartford, Conn. “CANS and PAILS 





| Department D 














THB BRIGHTON PAIL— 

















An active member of our fine medium weight line—many 
steps above the ordinary light pail in everything but price. 
Ideal for the special sale. Include it in your order. 














Pacific Coast Distributor: W. J. McRae, 
320 Market Street, San Francisco, Cai. 
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If On, It’s Used! 


And there ought to be a 
Cuno Electric Match on 
every car. Aside from the 
factor of safety afforded 
—and that’s most impor- 
tant—to a smoker, it is the 
most convenient and fre- 
quently used accessory. A 
driver may need bumpers 
or chains, or a spotlight, 
or any of the other com- 
monly supplied accessor- 
les, once and need ’em bad, 
but a smoking driver 
needs a Cuno Electric 
Match every day and 
many times a day, and, 
when on a car, this self- 
starter for smokers is more 
frequently used than even 
the self-starter for the 
motor. Electric Match 
sales are self-starters for 
profits too. 









DeLuxe 





No. 603 $5.00 









No. 622 
Ash Receiver $1-00 









No. 600 
E-Z-ON 





~ 












Write for details as to our guarantee and 
service plan 






No. 634A 
Tonneau 


Pat - . 
~~ @& 
ie sie 
; cane meena — 
’ 
; 


$8.50 






/f 
Smoking Set 919-20 |! CORDLEY & HAYES 


5 10 Leonard Street, New York, N. Y. 


Please send me a complimentary copy of 


' 
: PROFITS.” 





No. 640 Combination 
Match, Lamp and Bracke 


¢ $72 


The Cuno Engineering Corp. 
80 South Vine Street 
(4) Connecticut 


Meriden 
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Here’s the Book 
that shows 
the way to 

Summer Profits 


It’s Free! 














If you are a progressive merchant, inter- 
ested in increasing your summer profits, 
we will send you a copy with our compli- 
ments. Use the coupon below. 


CORDLEY & HAYES 


10 Leonard Street, New York, N. Y. 


‘ 


“HOT WEATHER 


- Address 
Sa 

‘ City 
5 Jobber’s Name 
a 


rn yb OT OCCT CLL OL EEOL ELEC ee eT Te id 


wegeeeeeec eee eeeeeocececeaedeeeeeeeeeeoeeeceeses See eC re eee ese ee 
*“eseeveeneneeeeeenereeee 


eeene8aeeceeooancoa@eeaaoec@esceoaoue Ceeeeeeedeceeoee eae Cee eqce? © eo SG 


See eS SS 2 SS SS a we we we 
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V HARDWARE BUSINESS AT 


— ABSOLUTE 
AUCTION 


“TOM-TAP” PRODUCT 
_ TO THE HIGHEST BIDDER 
WITHOUT RESERVE 


SALE Premises SAT., JULY 11th, 


3.30 P. M. 


PITMAN, N. J. 
No. 62 S. Broadway 


The owner, Jos. E. Broome, has conducted 
this business for the past 15 years with great 
success. He is now retiring, selling everything, 
including his private interests, and moving to 
Florida in September. 





, 4 


Dn AN OLD-ESTABLISHED 
Tovo] 
pe 
















STOVOIL makes old stoves 
and other metals such as iron, 
steel. brass, bronze le, 











or ’ 
Compeny. If not ~~ 
cents for bottie postpeid 


LABORATORIES 


SUPERIOR 
Dest 1210 Grend Rapids, Mich, 


Advertised regularly in Good Housekeeping Magazine. 







































Supply the Demand 


Wonderful STOVOIL has been ad- 


vertised to millions of women. 


And each year for the past ten years 
the demand has increased by leaps and 
bounds. 


Supply the demand already created 
which 


Pays You 40% Profit 


Every home, every farm house, every tool 
user, every sportsman is a prospect. Also 
used on professional instruments. 


STOVOIL not only thoroughly cleans the 
surface—it gets beneath it—seeps right thru 
and removes and prevents rust, because it seals 
up metal pores with a real protective coating. 
It polishes as it cleans. 


HERE’S AN OPPORTUNITY 
TO BUY A REAL LIVE BUSI- 
NESS IN THE LIVEST TOWN 
IN SO. JERSEY THAT WILL 
STAND STRICTEST INVESTI- 
GATION. 


Write for Discount and remember it. 

Sells Soon as Displayed Stocks consist of a fine, clean line of general hard- 

ware, home and electric accessories and general 
kitchen utilities. Also line of high-grade paints and 
varnishes and painters’ accessories and many other 
Pacific Coast Distributors: lines required by a community of the size of Pitman. 
Briefly, this is a gilt-edge proposition that’s going 
for the high Dollar absolutely! 








General Sales Corporation 


, 2 a San Francisco 
ee I Rs, win 6 tise tte ad ee Portland t] ° 
5 Oe Pres eee Los Angeles For F er Information 


Superior Laboratories THE REAL ESTATE AUCTION CO. Inc. 


Grand Rapids, Michigan 535 Market St., Camden, N. J. 
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A HANDY TOOL 


for 
Electricians, Radio Fans and Mechanics 


HERE has long been a demand for a tool that 
would accurately form loops on the ends of wires. 
This handy little tool not only makes loops for No. 4, 
6, 8 and Io screws but cuts the toughest wire as well. 
Fully guaranteed. Price $1.25 each. Send for full 
information. Some territory open for Jobbers. 


eso rrr ore inn 


The “WINDHAM” WIRE FORMER 


ra 
co 
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lis 
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} 
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— THE GOYER COMPANY 

















Willimantic Connecticut 


ATTA LHL 





AULA 


Sj 








The ROOSEVELT 


‘‘Adjusta” Wrench 


Most practical and versa- 
tile wrench ever invented. 
Covers 95% of all uses of a 
wrench, fits all Shapes of 
nuts and grips securely 90% 
of all exposed nuts on all 
makes of automobiles. 


Retails at 
One Dollar 


West of Denver $1.25 


Weight 13 ozs. Length 8 ins. 
Made of cold rolled steel case 
hardened. : 

Quickly adjustable with thumb 
or forefinger. Wonderful range 
—takes care of 24 sizes in hex. 
nuts and 8 sizes in sq. nuts, 3/16 
to 1% ins. Cannot slip. Good 
profit. 

If unable to obtain this wrench 
from your jobber, we will ship di- 
rect at dealer prices. 

Sample sent to rated dealers on 
receipt of $1.00, postage prepaid 
and insured. 


Roosevelt Mfg. Co. 


53 West Jackson Blvd. 
m. i 


Chicago 








Ge 








Radiovise 


STRENGTH, WEIGHT and 
GENERAL UTILITY have 
made our RADIO-VISE a 


leader. 





Swivel Base, Anvil Equipped with 3™% ins. 
Steel Jaws opening to full 4 ins. Polished 
Handle, Screw Jaws and Swivel Base. At- 
tractively finished in bright cardinal red. 


Compare the Radiovise and write for our 
discounts. Good profit. 


Rock Island Mfg. Co. om it or 


USES i ore Servic 

































Copper ana Bronze 
FLY SCREEN CLOTH 


If any dealer has never seen this per- 
fectly woven, most durable fly screen 
cloth, he should send for a Sample 
and Prices. It sells on its merits. 


SPARGO WIRE CoO. 
ROME N. Y. 
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G G GQ G Q & le The New Miller Heavy-Duty Socket Set 
eT 








Supplied, as shown, with 7 sockets, 2 extension bars and slid- 
ing T handle. One extension bar is for work in hard-to-reach 
places. 

Sockets are hardened carbon steel guaranteed against any 
defects. To afford super-strength both sockets and extension 
bars are made over-size in diameter. 





Each set furnished in an attractive leatherette roll. 





— 


Write for Discounts on Set No. 15. 


MILLER TOOL & MFG. CO. 
DETROIT MICH. 


Eastern Representatives: James A. Gaffney Co., 35 Warren St., New York, N. Y. 
Western Representatives: Alden Glaze & Co., 143 Second St., San Francisco, Cal. 



















The Best Hand Screws are 


“Old 
Fashioned”’ 


Quality 





Jorgensen’ 


U 8 PAT OFF 


Steel Spindle 
Hand Screws 








Facts! 





Our tools do not compete with 
cheap tools. If you want the 
best—if vou are not a price-first 
house—get our catalogue. We 
refer consumers to dealers 
where we can—it’s up to you. 





Real Hand-Made Tools 

=. . ' , ee 12 Sizes, 4°’ 24 

Get Samples . 14 way Either Adjustable or for Pat ited indies Only 
Write for NEW CATALOGUE 5B 


The L. & I. J. White Co. ADJUSTABLE CLAMP CO. 


216 N. Jefferson St. Chicago, Ill. 


125 Columbia St. Buffalo, N. . A Hammacher-Schlemmer & Co., 4th Ave. & 13th St. 


Distributors in New York 




















Growing demand for 


W. — Tools 


is the result of our use of choice ma- 
terial and skill. 


Wm. Rose & Bros. ree « — 


Selling Agents 
Wiebusch & Hilger, Ltd. 


No. 1111—6 inches Wide Heel Cut Back New York 
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No. 231, 34 in. 





No. 232, % in. : 
No. 233, 1 in. 





No. 234, 1! in. Special Washer 


SLOTTED SCREW TIPS 


This slotted screw Tip has been made principally to satisfy a demand for a 
cheaper grade of Tip. A Special Washer has been constructed so as to prevent 
the rubber head from pulling off. Write for full information. 


ELASTIC TIP CO. 370 Atlantic Ave., Boston, Mass. 














“‘Korker’”’ “‘Korker’”’ 





Figure 1 






Expansive Screw Anchors 


For fastening fixtures to hard substances. The 
anchor consists of a threaded brass cone (Fig. 2) 
over which is fitted a duc- 
tile lead sleeve (Fig. 3). 
the ductile sleeve is 
caulked or driven up over 
the tapered cone. The 
lead filling in all the 
crevices in the hole and 
Figure 2. firmly wedging the anchor. 
Leaving a threaded hole to 

which attachment can be made at any time. 


U. S. EXPANSION BOLT CO. 





Repeat Sales 
Assure Steady Profits 


NE of the surest profit-earners in its 

field is the So-E-zy line of Varnish Spe- 
cialties. Consumers prefer So-E-zyY — proven 
by a constant increase in sales. 


Dealers everywhere report a large volume of 
‘‘repeat’’ sales—there’s the real test. Profits 
are quick because turnover is quick. 


We help you get the consumer started im- 
mediately — with our free sample offer. 







Figure 3 









Our distribution arrangement enables the Yee tien 
dealer to carry a minimum stock and attain 139-141 Franklin St. New York City 
maximum turnover. 
Send postcard for Profit Plan 
Sf ft It’s a Ask for 
CAIN T AND VARNISB® OIVISBIOrR F 
4 ree 
Standard Plate Glass Company Conticing 
“‘Korker”’ Sample 





General Offices 
PITTSBURGH, PENNSYLVANIA 























QUALITY, both in FIN- 
ISH and WEIGHT. Or- 
der a Sample Line and be 


convinced. 


LALANCE & GROSJEAN MFG. CO. 
NEW YORK CHICAGO BOSTON 
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New York 
Windsor, Ont. 








UI FAIN Boxwood Rule Assortment No.8 


But 2% dozen popular selling Boxwood Rules in Handsome Oak Dis- 
play Tray, which will sit flat or at an angle in show case or window. 


The smallest, well assorted stock any dealer could carry. Keeps your 
rule stock in good order and effectively displayed in small space. 


IS BOUND TO INCREASE RULE SALES 
Tapes—Rules—Tools 


IN OAK DISPLAY TRAY 


THE [UFAIN fpULE (0. Saginaw, Mich. 

















Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you 
certainly wouldn’t want to carry a hod that 
dripped water all over your shoulder. 

You would choose a Never Drip Steel Hod 
with its one-piece ends. You would go 
whistling on your way while the other fellow 
sulked. 

There are lots of hod carriers in your town 
who are bearing the discomforts of carrying 
leaky hods simply because they have not been 
shown the sensible and better kind. 


This open field of profit is yours for the 
asking. Write us at once for details. 


The Cleveland Wire Spring Co. 
Cleveland Ohio 











APROPOS 


After all, the Universal Lan- 
gauge of the Dealer and Con- 
sumer is “Quality.” Quality 
goods make satisfied custom- 
ers, and _ satisfied customers 
keep the cash register bell ring- 
—. ing. 











A few good things to keep in mind when selling Nail 
Pullers: 


MORRILL NAIL PULLERS are the best that can be 
made for continuous service and fastest work. They 
are scientifically proportioned and 
will satisfy the most critical. One 
blow of the ram will force the fore- 
most jaw under a nail, pulling it out 
perfectly straight with half the ef- 
fort of any ordinary Puller. 

Elliptical ram prevents rolling. Hand 


guard above handle prevents injury 
to the hand. 


Length, 18 in. 
Thrust, 5 in. 
Weight, 4 Ibs. 








Write for catalog. 








CHAS. MORRILL, Inc. 


102 LAFAYETTE ST. NEW YORK 



































Do you realize that no one factor 
will draw people to your store like 
attractive window displays of sea- 
sonable merchandise? 


Hardware Age is continually re- 
producing such window displays— 
its representatives are always on 
the lookout for new ideas. 





Good Window Displays 


And many dealers who require 
their own copy of Hardware Age 
find it highly profitable to subscribe 
to extra copies for their sales 
force. 

The cost, $3.00 per year, is re- 


turned over and over in better win- 
dows and increased trade. 


Hardware Age, 239 West 39th Street, New York City 
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A GUIDE TO BETTER BUSINESS 


Heller’s Reference Book on Hardware Stgre Fixtures will 
be mailed free upon request to any Hardware Dealer. 














Every one of the scores of beautiful pictures and every line Cc 
of the reading matter is designed to increase sales in oupon 
Hardware Stores. 

: _ ‘ — Ww. C. Heller & Co. 
Many of the interesting problems solved in modernizing li Ohi 
over 2000 Hardware Stores are made clear. Always the Montpelier, 110 


Dealer writes, ‘‘You have increased my sales.’’ 

The display difficulty that has baffled you has probably al- 

ready been solved in one of these many Hellerized stores. and without obligation on my 

It need bother you no longer. Ask for your copy of part the reference book on 
» » ¢ J * OF « e ‘ Ns 

Reference Book No ‘A Hardware Store Fixtures ad- 


W, ll HELLER & CO. creo Hardware Age 
Main Office and Factory: ae 
700 Wabash Ave., Montpelier, Ohio NamMme....ccccccces coccccces 


Eastern Display Room: 
20 Vesey St., New York City 


Please send without charge 





PO eee eoeeeses 























LANDRETH’S 


Garden and Flower Seeds 
Mixed Lawn Grass 


Now is the time to place your Garden, Flower 
Seed and Mixed Lawn Grass Seed order, if you have 
not done so for this Winter and Spring shipment. 
If you would like our prices, send us a list before 
buying elsewhere and we will quote you on Seeds 
of various kinds in bulk, in lithograph cartons of 
| lb., Y% Ib. and % lb. and in Flat Papers. We 
would also like to quote you on Mixed Lawn Grass. 
Please give us the opportunity. 


1925 CROP Bette r 


Before buying for delivery after 1925 crop, send us a 
list of your wants that we may quote you if our traveler 


does not call upon you at /@ - —_ _— 
the proper time. 
We are the oldest Seed 


House in America, this be- 


2S ae 14ist aa - the 

ee usiness. a we 

ietheen oleedian er bam for th C 

ness and fair prices, we 

would not have existed so 

long. e er 

ne Sid Hardware Irade 
D. Landreth 

Seed Co. HARVEY HUBBELL 








Bristol. P MACHINE SCREWS 
COLONIAL BOY COPYRIGHTED risto ? a. BRIDGEPORT a CONN. U.S.A. 
NEW YORK, N.Y. CLEVELAND, On10 
3O CAST 4242 ST. SCHOFIELD BU! 

















A Real Opportunity 
To Secure a Well Established Manufacturing Business 


All Equipment, Patterns, Tools, Jigs, Dies, Machinery, Stock and Ma- 
terial necessary to manufacture a fine line of Locks, Latches and Cyl- 


inder Key Blanks. 

This line enjoys a good reputation. Incorporated in 1910, Capital Stock 
$75,000 All Issued. 

This is an excellent chance to obtain a business free from debt. Thor- 
ough investigation invited. Send inquiries to Box No. G653, Care of 
Hardware Age, New York. 
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2 Komplete Toms! f\ MERICAN 


oma <> FOLDING RULE 
IN A New Twist in Selling Rules— 


When a customer asks to see a rule hand him an 4A\MERICAN Hold one end 
of it yourself, let him twist it around two complete turns. This little demonstra- 


tion will sell 4\MERICAN Rules to the most critical buyers because it shows 


their strength and flexibility as nothing else can. 
We also make complete line of steel tapes, glaziers’ rules, etc. 
See your jobber’s salesman or write to us. 


L A\MERICAN Rule Mfg. Co., 486 Johnson Ave., Brooklyn, N. Y. 


Sumo || TREMONT 


Galvanized Hardware Cloth Proved Best by 
Actual Test 


Tremont Hardened Steel Cut Nails 
are out from high carbon steel that 
by actual a 4 test contains an 
exceeding! a reen of im- 
purities. is My is rust resisting 
to a remarkable degree and will not 
bend, crack or twist while being 
driven. 

spement Nails are scientifically de- 


ed to shear their way into the 
weed in a manner that assures a 







































Our Standard Hard- 
ware Cloth, also known 
as Cellar Window Cloth, 
is heavily coated with 
pure zinc after weaving. 





This Cloth is woven 





with even mesh and will 
ll out flat without markable. for their orem rth head, 
ro important feature the con- 


2 of the quality of cut nails. 
All these mechanical  superiorities 
make admirable selling arguments 
and in the actual use of the nails 
themselves assures’ the customer 
satisfaction that is so necessary to 
the welfare of your store. 


Sell the Tremont Brand 


Tremont Nail Company 
205 Lincoln St., Boston 


NAILS 


Better Stock ’em 


Sales on the Lightning, Gem and 
Blizzard Freezers are increasing 
rapidly year by year. Progressive 
housewives are learning that the 
best way to make pure and whole- 
some ice cream easily and quickly 
is in one of our easy running 
—— freezers—and at a small cost. 
They sell on a reputation established by more than naar years 
of — class service and they stay sold. This means permanent 
re | Blizzard is simpler in construction and a trifle cheaper, but 
selis as well as either the Lightning or Gem and should be ordered 


with either style to satisfy the demand. 
Hadn’t you better get in touch with your jobber at once. Be sure 
to include sales helps in your order, or write for these direct 


to ust? THEY ARE FREE FOR THE ASKING. 


NORTH BROS. MFG. CO., American St. & Lehigh Ave., Philadelphia 


waves or bags. 


Put up in 100 ft. rolls 
in widths 24” to 48” in- 
clusive. A popular 
seller by the Hardware 
trade. 





G. F. Wright Steel & Wire Co. 
WORCESTER, MASS. 
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Our New Special Flexible Blade 


Practically unbreakable, both as to blade and teeth 


We offer this blade for your approval, 
to be used where tough stock and awk- 
ward angles for cutting result in great 
breakage. 


For use on Hinged Windows swinging in, Bedroom |}vors, 
Etc.; they hold the window or door open in any position w:thout 
the use of an adjuster or holder. 


This Hinge is designed on the simple principle o1 a Brake 
band. The double knuckle leaf is fastened tight to the pin; 
the single knuckle passes clear around the pin and is fastened 
to the leaf itself by two set screws, which can be adjusted to 
give any desired amount of friction, 


“MAKERS SINCE 1883” 


Clemson Bros., Inc. 
Middletown, NR. V, 


The use of these Hinges eliminates that annoying condition 
of windows and doors slamming. 


Circular upon request. 


THE OSCAR C. RIXSON CO. 


4450 CARROLL AVE. CHICAGO, ILLINOIS 
NEW YORK OFFICE, 10! PARK AVE., N. Y. 


| |_ itt! Thi Famous HEART BRAND Stoneware 
€ € to 


>clk but a big 
thing to sell 


We have something to Tell You About Hack Saw 
Blades—Write for Booklet 










































ZIMMERMAN 
: Jugs 
FASTENERS Acid Jars Water Kegs 
Milk Pans Cuspidors 
have changed a home nuisance—the Ch CTeainiietn 
loose, banging shutter—into a thing - — 
of decorative beauty and of real French Pots Bake Pans : 
utility for tempering summer sun Dutch Pots Poultry Fountains 
and breeze. Mixing Bowls Ewers and Basins 
National advertising has created a Salt Boxes Flower Pots 
vogue for the controlled shutter Tankards Hanging Baskets . 
There is a demand for these prac- Combinets Cemetery Vases | 
tical Fasteners in your neighbor- Vinegar Measures Jardinieres | 
hood. Milk Feeders Steam Table Jars | 
They make an attractive item for 2 
window display that will draw the The Burley & Winter Pottery 
home trade—the kind of trade every Co. 
hardware man wants—into your 


store, for other hardware furnish- Crooksville, Ohio 


ings. 





Why not send for a quantity of 
them, and gtve them a show 
in your window? They sell 
fast, and make a good profit. 


THe G. F. S. ZIMMERMAN Co., INc. 
2 Broadway Frederick, Maryland 


ZIMMERMAN 


FASTENERS for SHUTTERS and CASEMENTS 
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L4 LP! 


And It’s Sharpened 


by tool-steel discs that put a keen and lasting 
edge on every knife in the house. 





Patents Pending 


The ZIP Knife Sharpener 
is a Year-’round Money Maker 


ZIP is far superior to other disc sharpeners in 
beauty and utility, and can be depended on to bring 
in good profits the year ‘round by ee 4 all 


competitive products. 


The handle is a handy ZIP 
feature. It allows’ the 
sharpener to be used any 
place, any time, without 
danger of cutting fingers. 


Sturdily made and heavily nickel 
plated. Non-corrosive tool -stee] 
discs. ZIP will last a lifetime. 


Write today for jobbers’ discounts 


Ofhe 
Phillips-Laffitte Co. 


Pennsylvania Building 
PHILADELPHIA, PENNA. 


Retails 
Profitably 
at $1.00. 





ZIP, Jr. 


ZIP is also made without 
handle—drilled at ends of base 


to screw down to 
or kitchen table. 


work bench 
Price $1.00 
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ee Screws, Set Screws, Stove 
I Bolts, Sink Bolts, Hanger Bolts, / 
[ Nuts, Rivets, Burrs, Specialties 
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RUE economy in the selection of Screw or Bolt Products 
consists in using those that are exactly suited for their 
particular service and that possess unexcelled quality and 





























Two-Dozen Container. 
Sold by Jobbers 


__Crumbless 





They Cut Hot Bread! 


Individual Cartons 


GENEVA CUTLERY CORPORATION 
Geneva, N. Y. 














accuracy. nt en et te mmmeammnimns 
REED & PRINCE MFG.CO, 


WORCESTER, MASS.U.S.A. 6408 
WESTERN BRANCH arCHICAGO-I2]1 NORTH JEFFERSON ST. 






Note heavy steel wire 
folded around edge ; 
through handle 

ing abs olutely 
breakable handle. 


i pans pack- 
2 doz. to case. 
aley 4 


“ne are three prime requi- [Storm tah OP 
sites for the trade—dquick sell- fine finish. Packal 
ers, with rapid turnover, each Kk or cartons 
one a profit-maker and busi- 
ness getter. You’ll find M. M. 
Products sturdily built — 
each giving full measure of 
service—a line that you can 
cash in on extra profits. 


Sold by all leading Jobbers 

















Michigan Metal Products Co. 


Battle Creek, Michigan 
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Put in a Key Department 


53 Hardware Dealers 
Bought Our Machine at 
the Chicago Show 


These merchants are averaging from $5.00 to 
20.00 per day profit making first keys to locks 
without taking lock apart. 

Think of all the locks sold. Think of all the 
extra keys needed—the keys lost—the continual 
demand for duplicate keys. 


Remember you can quickly 


Make First Keys to Locks Without 
Taking Lock Apart on the 


BEISSER KEY MACHINE 


No experience required to operate it. A 
boy can do it. Our machine is fully guar- 


anteed. 
Write for information about our great 


achievement. 









BEISSER. KEY MACHINE 
COMPANY 
7 West Elizabeth St., Dept. 105 
Detroit, Mich. 


—v 











New and Improved 


Ladd Beaters 


RIVETED PARTS 






Always Leading, 
all 4 Nos. LADD 
BEATERS will be 
greatly improved with 
shipments beginning 
July 7th. These pat- 
entable features 
strongly fortify them 
against damages and 
insure PASIER OPER- 


Riveted and An- 
chored Floats: 
Lessen possibility of 
bending and _ binding. 


Gears Anchored: 
Prevent pulling out of 
mesh in counter boxes 
and user’s accidents. 
Solid Brass Bear- 
ings: Eliminate bind- 
ing and clogging; pre- 
vents wobble; insures 
easiest running. 
Large Handle- 
Holds: Just fit the 
hands. 

The Ladd Line, 
always the world’s 
best, now away ahead 
of any so-called com- 
petitor; fool-proof for 
sure. No Advance 
Price. Order Im- 
mediately Your 
requirements. 





ANCHORED 


GEARS 
ANCHORED 









DIRECT CENTRE DRIV 
8 BEATING BLADES 






Nos 0-1-2 No. 00 


JOBBERS the world 
over and US. 


United Royalties Corporation 
1133 Broadway, New York 
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(Reg. U. S. Patent Office) 


WOOD SCREWS 


MACHINE SCREWS 
DRIVE SCREWS 
STOVE BOLTS 


Service 


Quality 
CONTINENTAL WOOD SCREW CO. 


New Bedford, Massachusetts, U. S. A. 





Just Off 
the Press! 


Being a wide awake 
dealer you will be in- 
terested in knowing the 
many styles of Mur- 
phy’s Stay Sharp 
K nives—sure sellers 
that will pay you well. 
This complete catalog 
fully illustrates and de- 
scribes the complete 
line of Stay Sharp 
Knivés. Your copy is 
ready to mail—send for 
it today! 


R. MURPHY’S 
<STAY SHARP> 


TRACE MARK 








Stencil Knives 
Manual Training Knives 
Furriers’ Knives 


Shoe Knives 
Oyster Knives 
Skiving Knives 
Rubber Knives Cigar Knives 
Collar and Cuff Knives Pruning Knives 
Kitchen Knives Roofing Knives 
Paper Hangers’ Knives Oil Cloth Knives 


and other special knives for special purposes are made well and look the 
part. The secret of their lasting keen edge is in the specia] tempering 
process perfected and used by us since 1850. Build good will and greater 
sales through Murphy’s Stay Sharp Knives. Don't fail to send for your 
copy of our book which illustrates both our complete line and the special 
display cartons! 


ROBERT MURPHY’S SONS COMPANY 


AYER, MASS. 
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Known as Reliable for 
over Fifty Years 






Priest’s 
The bobbed hair fad is at its peak 
—take advantage of it. 


Priest’s Tiger and Shaver are 
ideal for keeping the cropped hair 
short. The daintiness and light 
weight of these clippers always at- 
tract women customers. 


Remember Priest quality and 
service are back of every clipper 


AMERICAN SHEARER MFG. CO. 


NASHUA, N. H. 





CROWN BRAND 


Trade 





Boat Oars 


Crown Brand on a boat oar 





means perfection and qual- 


ity. It means sales for you 





and satisfaction for your 


customers, 


Write now for information 
_ and prices. 





Manufactured by 


DE GRAUW, AYMAR & CO. 


Established 1827 
34-35 SOUTH STREET NEW YORK 


FACTORY: PLAQUEMINE, LA. 











Puts Oil in Star, 
Essex or Any Other Car— 
Without Funnels 


See that your customers know 
this. It means sales for you. 
The Brookins Measure makes 
easy work of filling any crank- 
case, 

No matter where the oil intake 
is located—no matter what size 
or how hard to reach with other 
equipment—the flexible metal 
hose of the Brookins Measure 
puts every drop of oil right where 
it’s wanted. 

And here’s another important 
point. 

Some cars take oil more slowly 
than others. And the Brookins 
Measure is the only measure that 
insures positive control of the 
oil flow. The thumb-valve starts 
it and stops it at will. A _ spe- 
cially designed lip prevents spill- 
ing when filled to the brim. 
Brookins Measures are made in 
one, two, four and five quart 





sizes. Your customers need a 
complete set. Let your trade 
know that you carry Brookins 


Measures and you'll sell them. 


THE BROOKINS 
MFG. CO. 


The flexible metal hose of 
the Brookins Ou Measure 
reaches any ou intake 
without a funnel. A valve, 
operated by the thumb, 
controls the flow of oil— 
starts itt——stops 1it—pre- 
vents spilling. 


342 Xenia Ave. 
Dayton, Ohio 

















Toy Sales 
Bring 
Other Sales 


Little Willie Brown can get a lot of en- 
joyment out of a good sturdy toy, and 
you can get a lot of business out of selling 
it to him. 

It won’t be long before Willie’s father 
will need a few tools and Willie’s mother 
will have to have some new kitchen uten- 
sils. ; 


Mr. and Mrs. Brown will naturally buy 
more of these things from the hardware 
men who pleased Willie so much with that 
new toy. 





How to please Willie is a problem to 
which the second issue of Hardware Age 
every month is largely devoted. 
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Not Only Good Service 
But Good Tacks 


A “trial order” for Baur Tacks will 
prove two things: 1—That Baur Tacks 
are uniformly good from heads to points. 
2—-That our service is as good as our 
Tacks. 

The man who says: “Good goods come 
in small packages” could substitute Baur 
Tacks for they are “Good goods.” 


And we're ready to prove it—send for 
Samples and Prices. Then you'll want to 
sell them. 


BAUR TACK CO. 


Indianapolis Indiana 


Manufacturers of a complete line of high quality 
Double Tacks, Staples and Clout Nails. 


























No adjusting wrenches needed 


a 
FROST Frost’s Invisible Fric- 


tion Catches are used 
a. in the finest products 
F riction Catches of the cabinetmaker. 
They do their work 
dependably and_= are 

easy to install. 


Give your’ customers 


aad the best and profit. 
Invisible Catches 


That Show 
A Visible Profit 


Your jobber handles 
_ Frost’s Friction Catch- 
es. 


Ask him about them. 


Made only by 


C. L. FROST & SON 


345-347 Summer Ave. N. W. Grand Rapids, Mich. 








Speed— 
Simplicity— 
Ease of Operation 


Kimball No. 2 Hand Power Elevators 


Speed and ease of operation makes the Kimball 
Hand Power Elev ator a little giant for service wherever 
a light, durable, easi'y installed elevator is needed. 

‘his machine is fitted with roller bearings, is chain 
driven and operates with ease and speed. Once in- 
stalled your hand power elevator needs little or no 
attention as it functions without oil or grease. All 
parts are sawed, drilled and fitted and the machine is 
easily installed in a small space. 


Write for full particulars 
on the Kimball Elevater 
Machine you need. 





K|MBALL BROS. CO 


OQUNCIL BLUFFS, IQWA 





1117—41 Ninth Street Council Bluffs, lowa 


OO! ee 3 —— OND 





















FRE E 
COUNTER CARD 


Helps you sell more Dun- 
laps—FREE with a dozea 
Dunlap Cream Whips. 


Dunl ap 


Cream Whip 
30 SECONDS! 


HAT’S all the time it takes to “2.2 

bottle of cream with a Dunlap. ig- 
ger bowlful of fluffy whipped cream than any 
other whip could make in 30 minutes. 
Whips cream from top of milk—also 
condensed milk. Beats eggs. Mixes 
mayonnaise. Non-slip bowl included 
FRE No spatter. 


FREE Trial Offer 


Dealers write us for details 


COLUMBIA METAL PRODUCTS CO. 
361 E. Ohio St., Chicago, U. S. A. 
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TACKS 


ALL KINDS 


TITTY] 


TOWER MFG. CO. 


MADISON, INDIANA CINCINNATI, OHIO 








3 TAPLIN ¢ 


Double Dasher Beaters a 
Dover Egg Beaters 7 


NEW CAN OPENERS. 
STAINLESS STEEL AND 
OTHERS. Write today 


for particulars. 





" 





THE TAPLIN MFG. CO. 


New Britain, Conn. 























\ 





! Half Soles — Heels — Strips 
Wear ’em yourself! 


‘em to others, 
friends and dollars. 


—hboost 
—make 


Reason?—Outwear best leather 
~ to 1 


A good profit on every sale. 
(See page advt. nezt week) 


PANCO CO., Chelsea, Mass. 
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TIRE 
STORE LADDERS 


Insure perfect shelf service for any line of mer- | | 





—_ 


chandise. Deep tread steps, properly spaced, with . 
convenient full length handholds on both sides of 
ladder permit mounting or descending with ease. | 
Both hands free to remove or replace stock without | 
‘ 








danger of falling. Cushioned Tired Trolley and 
Truck Wheels eliminate noise and prevent vibra- 


pho 





tion. Erection as simple as A, B, C. 
small space. Make top shelves safely 
available for stock purposes. One 
style—neat of design—nicely 
finished—any height ceil- 


—_—— mee eee ee —_ 
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CUSHION 









Thousands in v vER® 


sauna. 4 E, 

















Leader of the Industry 


Good news travels fast and every day more men 
are learning about the advantages of the Turner 
No. 45. 













. 


The patented superheating Burner Baffle and heater 
plug solve the problem of present-day, low-grade gaso- 
line or kerosene. The patented leak-proof, Brass Tank 
has but one opening and that above fuel line. The 
patented Twin Needle Control eliminates the common 
trouble of enlarged orifice. The patented Safety Valve 
makes it absolutely safe against explosion. The 
Pistol Grip is a convenient fit for any hand. FEAR- 
LESSLY GUARANTEED. 


Order from your jobber. Write us for new catalog. 


e World’s Largest Exclusive Manufacturers of 
Blotorches, Fire Pots, Brazers. 









































r COMBINAT ON 
SOLDERING AND TINNING FLUX 


It’s easier and more profitable to sell the 
best known products. Rubyfluid is preferred 
because it is non-corrosive, non-explosive and 
non-injurious. 





Stock and Sell 
Ruby fluid 
Used in shops 
nnd _ factories 

everywhere. 


Order from your jobber or write to 


The RUBY CHEMICAL COMPANY 
68 McDowell St. Columbus, Ohio 
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PRIVATE BRAND Post Hole Diggers Are Not 
IWAN Tools 


make private brands for any Jobber, 
by selling to mail order houses. Specify GENUINE 
Invincible Digger, Wureka Digger, Perfection (Atlas) Digger, 
Digger and Vaughan Auger to your jobber. 

See complete IWAN line, page 229 Hardware Buyers catalog. 


IWAN BROS., Mfrs., SOUTH BEND, IND. 


nor compete with you 
IWAN Auger, 
Hercules 


We do not 
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DROP FORGED WELDLESS 


EYE BOLTS 


ROLLED THREAD 
GALVANIZED OR PLAIN 


O=——= 


V4” Diam. with Eye 14," Inside 
~ yan 


Ve ” 
% ” = 7 “ 1% " 
| 4 ] Vg) "7? 


Quick Shipment 


Oliver Iron and Steel Corp. 


1001 Muriel St. 
PITTSBURGH, PA. 


ESTABLISHED 1863 





“OHIO” 


Shoe Lasts and Stands 


MADE ABSOLUTELY 
OF = GUARAN TEED 
SEMI-STEEL AGAIN 
pe om Grn” BREAKAGE 


a 








The lasts are lock bearing. One 
last is especially adapted for ladies’ 
pointed-toe shoes. 

Order the “Ohio” and you will have 
the most popular sets on the mar- 
ket. Write for prices. 


The Fate-Root-Heath Co. 
Plymouth, Ohio 
N. Y. Office, 90-92 West Bdw’y—D. N. Winner, Mgr. 


























REVOLVING 
CABINETS 


Hardware stores, dealers in 
auto supplies garage 
owners like these cabinets. 


They prevent mixing of bolts 
or screws. 

Large capacity. Small space 
Many sizes. Send for Cata- 
log and Price List. 

Your Jobber will supply you. 


NA American Bolt & 
~ Screw Case Co. 


Dayton, Ohio 





















AE PUSH: pins | 


Metal : . Ve Hos Contains 
“Style L” in a 
t c Fackets 
ome . Sell for $15 
ae y Cost $10 
on Profit $ 5 












Moore 
Push—Pins | Push-less. Hangers 
**Glass Heads-Steel Points” “The Hanger with the Twist’ 
For “Hanging Up Things”, Without Marring Walls 
Moore Push-Pin Co. (Wayne Junction) ,Phila., Pa. 












BURNLEY 


The Soldering 
Paste that has 


satisfied cus- 
tomers for over 
23 years. 





Sample free. 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 








America’s Greatest 


Dollar Dust Pan 


Never has greater utility and 
value been combined in a Dust 
Pan to retail at one dollar. 

That’s why all the leading 
Jobbers are pushing the sale of 
our POLLY PRIM Dust Pan. 

Furnished also in a beautiful 
blue enamel. 


Ses Beale 181 eg 








Order from your Jobber now. 


The Patent Novelty Co., Ine 


Fulton, Ill... on the Mississippi 





Always look for the 
blue edge. 
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You Should Always 


consider the quality and the merits of the 


“‘Always Reliable’”’ 


when you order torches and furnaces. These 
articles have given perfect satisfaction since 
1876, and will continue to do so in the 
future. 

If you have not stocked this line in the 
past, you should do so immediately; then 
watch your sales increace. 

Also a full line of plumbers’ tools. 

Jobbers can supply from stock, or will 
gladly order for you. 


coveren ny sey. OTTO BERNZ CO., INC. 





aaAL PATENTS Newark, N. J. 
NO. 65 QT., 
NO. 66 PT. Offices in New York City, San Francisco, Los 
Angeles, Seattle, Helena, Mont., and St. Thomas, 


Polished brass reservoir. Ont. 


Osborne High Grade Punches 





Belt Punches Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: Leather 
Workers’, Trimmers’ and Upholsterers’ and Plumbers’ Tools of superior 
quality. 

The above tools will please your customers, as well as our famous Round 
and Oval Punches. 

Remember we have had 99 years of successful manufacturing experience, 
employ only skilled workmen and use the finest quality of materials in 
making our p: ducts. 

We ogy back of every tool we make. Try us. Write for Catalog 
and 


C. S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 











The 


=, H.B.Ives Co. 


New Haven, Conn. 
U. S. A. 


Established 1876 
Incorporated 1900 





Manufacture~: 
BUILDERS’ HARDWARE 
HIGH GRADE WINDOW AND DOOR 
SPECIALTIES 


WRITE FOR ILLUSTRATED FOLDER 








MACHINES 


HACK SAW BLADES 





“REDUCE YOUR COSTS” 


Samples furnished for testing. 
Write for catalog and prices. 
Sold by Jobbers. 


DIAMOND SAW & STAMPING WORKS 
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Black and Galvanized 
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TIN AND TERNE PLATES 


We manufacture SHEET AND TIN MILL PRODUCTS for all pur- 
poses — American Bessemer, an 

American Open Hearth Stee! Sheets, 
Keystone Copper Steel rust-resisting 
Sheets, Apollo Galvanized Sheets, 
e Formed Roofing and Siding Products, 
Culvert and Flume Stock. Sheets for 
(; Special Purposes, Roofing Tin Plates, 
Bright Tin Plate, Black Plate, Etc. 


AMERICAN SHEET AND TIN PLATE COMPANY, Frick Bidg., Pittsburgh, Pa. 


Send for booklets and weight cards— valuable to hardware merchants. 
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N_ Russell” Jennings! 
_ Auger Bits’ 


| Patented by 
Mr. Russell Jennings | 
in 1855— | 





-Two styles 

of shanks,— S 
three threads for... 
boring all: woods - 






I 
Hi : Russell Jennings Mie. Co. 


» Chester, Conn. 
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Ice Tools and other 
fs equipment for eve ice 
| handling purpose. A large 


| {i a 


Ba 
} a Boy A 
Ge 


By 


stock always on hand to 
promptly meet your re- 
quirements. 
Write for complete price } 
list and discount sheet. 


-WwooD 
Main Office & Wate: a, Hill ‘Bt., 
udson, N 
NewYork, sa Chisago, Pittsburgh | 


AA 








HCE TOOLS 
al i 
There’s a Mine 


of Information 


vitally-important facts, live mer- 
chandising ideas and sales-produc ~ 
ing methods in HARDWARE AGE 
each week. Make it a habit to read 
your business paper regularly and 


thoroughly. 
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ROOF GUTTER SUPPORTS 


This illustration shows, unassembled, one of the many 
styles of eaves trough hangers made by us which may 
be adjust- 
ed every 






drainage in the 
gutter. 

These hangers 
are widely used 
throughout the 
United States. 








/f§ 
Saar / 


es 


wt 
Write for cata- ] ax ‘ 
leg No. 27 which mt 
also illustrates Ly 


and describes 
conductor hooks 
and fasteners. 


: A 
Free samples gladly furnished. 


L. D. BERGER COMPANY 


59 N. 2 ST., PHILADELPHIA, PA. 


— 











or electric and 











F 


general work Speco 
Soldering Paste has 
no equal. 


Economical—quick 
acting —- non-corro- 
sive. Send for prices. 


Special Chemicals Co. 


Highland Park, IIl. 





























NATIONAL LEVELS 





PERFECT—CORRECT—TRUE 


Our levels are manufactured by highly skilled me- 
chanics, and the best of material used. 

All levels are guaranteed against warping. 

Write us for our latest catalog and price list. 


NATIONAL LEVEL MFG. CO. 


6197 FIELD AVE. DETROIT, MICH. 














TRADE-MARK 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX, and SACHEM BRANDS 


Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, etc. 


Send for catalog and samples 


BRAIDED CORDS - COTTON TWINES 














‘N 

















THE BIGGEST SELLING 
POCKET SCREW DRIVER 


MARCY TOOL WORKS, Inc., Putnam, Conn., U.S.A. 
NEW YORK CHICAGO 
75 Barclay St. 180 N. Market St. 





A Perfect Fire 


No. 80 is the latest improved Fire Pot 
for tinners’ use. The powerful burner 
produces a wonderful fire for heating a 
pair of large coppers quickly, and a six 
inch pot of metal can be melted at the 
same time. It is noiseless in operation 
and is not affected by wind or cold 
weather, making it excellent for inside 
™ a or outdoor work. No. 80 burns low 
Cee eee Rs grade fuels perfectly and is the hottest 
oo nen : Fire Pot made. Jobbers supply at fac- 
DE TROFT.MIGH.¥ S.A tory prices. Write for a catalog. 


CLAYTON & LAMBERT MFG. 
Co. 
6275 Beaubien St. 
DETROIT, MICH., U. S. A. 


No. 80 Fire Pot 
Ask for latest price. 

















An EXPANSION SHELL 


With a Sure-Dependable Hold 

Superior advantages: 

1) It gripe at the bottom of the hole by 

(2) ow its jaws in the sides of the 
ole. 





~~ 


(8) By Underwriters Laboratory test it 
holds until] the bolt or the material, 
into which it is placed breaks. 

(4) When properly set it will not come 
loose. 

(5) Quickly installed. 

Overcomes these disadvantages: 

(1) It is NOT a friction hold. 

(2) No waste from broken or misfitting 


_— 
(8) Vibration does NOT affect it. 

Made in two types for 15 sizes of bolts. 
Practical in any Solid Material. 

A tria] order for testing will soon con- 
vince you. 


Bamples on request—No charge. Send for Bulletin No. 55. 
THE PAINE COMPANY 


2061 Carroll Ave. 
33 Warren St. 
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Chicago, Ill. 
New York City, N. Y. 














Known as both Adjustable “S” Wrench and Nut 
Wrench. Good seller for general use. Also rec- 
ommended for places where a Monkey Wrench is 
not practical. Keystone Quality throughout. 
Malleable handle. Forged-Steel Jaw. 6 sizes: 
4 to 14 in. 

Write for Discounts. 


The Keystone Manufacturing Co. 
Buffalo, N. Y. 


Sales Representatives—Surpless, Dunn & Co. 
New York Chicago 
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No illustrations accepted for these pages. 
Allow seven words for Keyed Boz Number Address. 
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Set Solid, Minimum 50 words........ 


An Effective Low Cost Contact with Hardware Man- 
ufacturers, Manufacturers’ Agents, Jobbers, Jobbers’ 
Salesmen, Retailers and Retail Salesmen. 


July 2, 1925 
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Remittance Must Accompany Order 


50% off the above rates for Positions Wanted Advertisements 





Business Opportunities 


Help Wanted 








We have special facilities for bending ) 
and forming steel tubing in size up to 
1” OD. Our equipment is also especially 
edapted to machining small cored mal- 
leable or forged stee) parts. 

Where the above material is required 
im polished and nickel plated finish, our 
facilities for doing this work ourselves 
en a low cost are very favorable. 

We have complete marketing connec- 
tions for products ef this character if 
mecessary. 


Your inquiries will receive prompt at- 
tention, and quality and workmanship 
are guaranteed. 


Chicago Handle Bar Company 
SHELBY, OHIO 
Established thirty years 








WANTED—SALESMEN. Well acquainted 
with retail hardWare trade for states of Texas, 
Wisconsin, Oklahoma, for well known tool line. 
Address Box G-648, care of Harpwarz AGz, 





New York. 
SALESMAN WANTED—Eastern Pennsyl- 
vania hardware jobber requires experienced 


salesman for New Jersey. Address Box G-647, 
care of Harpware Ace, New York. 





WANTED—A FIRST CLASS MAN who 
can take charge of Hardware department, ad- 
vertising, and window trimming in retail hard- 
ware store. Address Box G-639, care of Harp- 
ware Ace, New York. 





SALESMAN WANTED TO SELL INCAN- 
DESCENT LAMPS ON A COMMISSION 
BASIS. GOOD OPPORTUNITY. ADDRESS 
BOX G-654, CARE OF HARDWARE AGE, 
NEW YORK. 











FOR SALE—Hardware business in center of 
retail district, Orlando, Fla. Good growing 
business and six year lease on building. Good 
reason for selling. This is the best opportunity 
in ~:~ Address BOX 548, Winter Haven, 

orida. 


FOR SALE: One of the best exclusive build- 
ers’ hardware and paint businesses in Florida. 
200,000 business last twelve months. All 
actory connections. $25,000 will handle. Ad- 
dress immediately, W. E. FROST HARDWAKE 
& PAINT CO., West Palm Beach, Fila. 


FOR SALE: The most beautiful hardware and 
sporting goods store in Eastern Massachusetts. 
Doing over sixty thousand dollars business. If 
you are looking for a store well established, this 
is a snap. Reasons for selling will be given upon 
inquiry. Twenty miles from Boston. Address 
Box G-661, care of Harpware Ace, New York. 











FOR SALE:—Hardware stock and fixtures to 
invoice about $8,500.00. Located in rapidly 

owing Ohio River town of 3,000 population. 
Only stock in the town. Low rent. Address Box 
G-656, care of Harpware Ace, New York. 


HARDWARE MAN GIVING UP RETAIL 
BUSINESS will buy for cash surplus stocks of 
salable merchandise for resale purposes at bargain 
prices. Would also like to make connections with 
manufacturers to buy up their seconds. What 
have you to offer? Give full palticulars, Address 
Box G-666, care of Harpware Ace, New York. 








TO LEASE—Entire corner building in the 
heart of the hardware district. Large store and 
basement, wonderful for display room—upper loft 
very light—can be used either as an office or 
stock-room. Will lease loft separately to a re- 
sponsible firm if 90 Lafayette St., 
Franklin 2979. 


FOR SALE AT A BARGAIN—A retail hard- 
ware store outfit of Helier Store fixtures. Shelv- 
ing, desk, counter, etc. For sale at a great 
sacrifice as we have no use for these fixtures. 
WALBRIDGE & CO., Buffalo, N. Y 


desired. 








EXPANSION and improvements in our new 
Cannon Ball Lines of Coaster Wagons, Wheel 
Goods, Door Hangers and Garage Door Fixtures, 
provide good opportunities for several additional 
salesmen familiar with hardware, furniture and 
department store trade in territories east of the 
Missouri River. Applications confidential. State 


age, experience, salary expected and territory 
——— HUNT-HELM-FERRIS & be 
arvard, Illinois. 





BUILDERS’ HARDWARE SALESMAN— 
Salesman and estimator in builders’ hardware de- 
partment of hardware store located in Northern 
New Jersey. Young man preferred. Give refer- 
ences and experience in application. Address Box 
G-665, care of Harpware Ace, New York. 





WANTED—MAN having following with hard- 
ware trade to sell line of padlocks. Soverel ood 
territories open. Liberal commission. rite 
giving complete information about yourself and 
references in first letter. Address Box G-664, 
care of HaArpWArE AcE, New York. 





Positions Wanted , 


ADVERTISER, 35 years old, at present buyer 
and sales manager in’ housefurnishings, china, 
and toys in department store, seeks new connec- 
tion offering wide scope for initiative and hard 
work. ‘Has valuable progressive experience in 
buying and selling, manufacturing, traveling and 
advertising with very successful results. Has 
had every opportunity to study up-to-date busi- 
ness methods and is not afraid of difficult prob- 
Address Box G-668, 











lems. Excellent references. 
care of Harpware AcE, New York. 
Let Us Help You Word 


Your “Want.” 








Sales Accounts Wanted 


SALESMAN, THOROUGHLY ACQUAINT- 
ED with the wholesale and retail hardware and 
auto accessory trade in New York City and vicin- 
ity wishes to secure the representation of one 
or two well established lines in this territory. 
Have a real sales record and would be interested 
in communicating with manufacturers who are 
not satisfied with their present sales in this sec- 
tion. Address Box G-667, care of Harpware 
AcE, New York. 








Sales Representatives Wanted 


WE REQUIRE THE SERVICES of one or 
more experienced hardware men who are well 
acquainted with the more prominent hardware 
jobbers throughout the country to introduce the 
service of a new and well financed Hardware 
Catalogue House located in the East. The trade 
is ready for new ideas and real competition in the 
making of catalogues. Full opportunity is offered 
for a thorough investigation of our plant, our 
organization and our resources. Permanent posi- 
tions, with excellent opportunities for growth and 
substantial earnings, are offered to a few men 
who can make the grade. Address The Catalogue 
Department of the Brooklyn Daily Eagle, 305 
Washington St., Brooklyn, New York. 











WANTED SALESMAN—Faniliar with retail 
and hardware jobbers, to carry established side 
line of hardware specialties. Advise territo 
and lines now carried. Liberal commission. Ad- 
ene Box G-658, care of Harpware Acz, New 

ork, 





SIDE LINE “$1.00 LEADER”: Want sales- 
man to sell our “Six for One Household Brush 
Set” to retail trade on commission. It is a new 
special for dollar day sales. Jean Caro Prod- 
ucts Co., Freeport, Ill. 





SALES REPRESENTATIVES WANTED— 
Reliable manufacturer, leader in its field, offers 
ten per cent commission on well known, well 
advertised line. Samples only need small space 
in grip. This is an exceptionally profitable side 
line for salesmen covering the hardware trade. 
Address BELLWETHER CO., 234 S. Wells St., 
Chicago, Il. 





SALESMEN WHO ARE NOW ealling cn 
the hardware trade to carry en excellent side 
line of plumbers’ brass and rubber goods. State 
territory you are covering and line you carry. 
KEYSTONE BRASS CO., 826 Arch St., Phila- 
delphia, Pa. 





MANUFACTURERS of full line household 
specialties want local representatives in all impor- 
tant cities to handle line on commission. Depart- 
houses, premium concerns, are all big 

State experience, lines handled and ter- 
We want none but those who can 
“‘make good.” For such our proposition is an 
excellent one. Address ‘‘S. H.,’’ care of Harp- 
WARE AGE, New York. 


ment 
users. 
ritory covered. 











SIDE LINES FOR SALESMEN 


Many good salesmen are looking for profitable “Side Lines” 


to handle. 
What have you to offer? 


Give details—insert your ad in the “Classified 
Opportunities Section” of this paper and you'll be reasonably sure to find a 
reliable salesman to represent you. 
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FOR STNER BITS One of the Most Remarkable Tools for Wood 

: Working Ever Invented for Brace and Machine 

The ee cee etter, ie watine otter tity fo guided b Circular Rim will bore aay 

are of a circle and be guided in any direction regardless ef grain Bag Bong loouteu am pt Fo gem Mga, ap mage Aad - ble eee 

expeditious than chisel, gouge, scroll-saw, or lathe By I for core 

boxes, fine and delicate patterns, veneers, screen work, —— Secemcy 
rtising, etc. 


scroll twist columns, newels, ribbon moulding and mo 


THE PROGRESSIVE MFG. co. = eS TORRINGTON, CONN ., U. Se A. 

















THE H. L. BROWN FENCE AND MFG. CO., Cincinnati, Ohio 


All Pickets Made of No. 9 Heavtig Galwanizced Wire 





MANUFACTURERS OF b sce 
Ornamental Lawn Fence fii ~«TROMPT = SHIPMENT : 
Walk, Drive and Farm Gates #/jiiiAAAAAl IBAA AAA aD FROM STOCK oe 
Rubbish Burners, Trellis mi fe ht me iil + oH , WRITE FOR PRICES “Cee a® 





Flower Border, Tree Guards 























CARY MANUFACTURING CO. Our Prompt 
f Prices Shi 
Manhattan Bridge Plaza, Brooklyn, N. Y. are 25% pments 
lower than 
any other We make 
Rolling — fit 
Millions of Advertisements Yearly nace Shelving. 
on Lorain Oil Burner Cook Stoves are increasing the demand every- Market. 
where. Consider the reputation of the maker. Consider the number oun ee 
of actual sales made by tens of thousands of satisfied users. Go out Satisfaction a, 
and learn how supremely good the 1925 Lorain Burner really is. Guaranteed. ; 
And make your own estimate of the profit you can earn by selling 
Oil Cook Stoves equipped with the Lorain High Speed Burner. SUCCESS FURNITURE CORP e 
AMERICAN STOVE COMPANY, St. Louis, Mo. St. Louis (Kirkwood), Mo 


























J. L. THOMPSON MFG. CO. 
American Can anergy 


RON CGALVANIZEO ' 





“They Havea Sy 
Bull Dog-Grip” — 
Manufactured by 


U. S. Clothes Pin Co., Montpelier, Vt. 


Sales Dep t. e 
1015 Union Bank Bldg. Pittsburgh, Pa. American Can Company 


Tubular and Bifurcated 


=B8ivalte- 

































ELEVATORS 
DUMBWAITERS 


Write for our catalog 
Energy Elevator Co. 
211 New St. Philadelphia 


| The “TORREY” 
A Real Man’s Razor 


Send for Catalogue of Full Line 


J. R. TORREY RAZOR Co. 
WORCESTER, MASS 





Oil, Molasses and 
Dairy Gates 






Perfection Pattern. 
Made in All Styles. 


Syracuse Stamping 
o 













Syracuse, New York 


KE | 














“Smart Set’? Dog Muzzle 


Dog day$ are coming. Get ready 











YERDON CAST for them. Our ‘“‘Smart Set’’ Muzzle 

BRASS HOSE BANDS provides ample tongue room, yet dog 
» cannot bite. 

\s Wonderful seller. Good profits. 


give JUST THE SERVICE 


you want Hose Bands for Write us. 


Geo. H. Buchheimer & Son, Ine. 
508-510 S. Ann St., Baltimore, Md. 


SASH CORD 


NET WEIGHTS FULL LENGTHS 











O 





EA ARE TREE A A a ' 
> AIA Se SER RASA 








( WILLIAM YERDON, Box 102, Fert Plain, N. Y. 











on All Hose Connections. 
A trial will convince. os oe we a 
Sliver Lake Co., Newtonville, Mass. a16 Bh Bt ee Anges, Ce 
, SCYTHES 
ELEVATORS LUMBER a AXES 


CRAYONS 
STANDARD CRAYON CO. 


Danvers, Mass. 


and Dumbwalters 


fer Heuse, Store er Warehouse. Write Scythes since 1912. Axes since 1880. 


| RIXF QO RD rattticheste, Vt. | 


For over 30 years the leaders in 
making tools for stone workers. 
Catalogue. 


TROW & HOLDEN COMPANY 
BARRE, VERMONT 


eee Oe 


The SIDNEY catneaininte Mfg. Ce. 
Sidney, Ohie 























Taintor Positive Saw Set 


All steel. Fully 
Guaranteed. Send 
for Free Book. 






MANUFACTURERS 


What have you to offer in the way of quick 
selling merchandise? Let one of these ‘‘small 
card’’ advertisements help you increase your 
business. The cost is only $8.00 per inser- 


tion. 
HARDWARE AGE 
239 W. 30th St. New York, N. Y. 


TAINTOR MFG. CO. 
113 Chambers St. N. Y. City 


| ee | 





i otetelammendaiiitaialienttoeae ramet i oenstsneniaenannddaaameenmtenaanenteienane 
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S TRA T TO colors 


STRATTON MFG. CO. 


Plain or enameled in 


HANDLES 


For Small Tools, Utensils, Electrical Goods, Ete. 
Enameling, both baked and air dried. 


Stratton, Maine 


‘valuable selling i Write for our complete proposition 


Baty in the design and con- 


The many ——e i 
ead Bumpers give McKay Dealers 


struction of McKay 


UNITED STATES CHAIN & FORGING COMPANY 
Pittsburgh, Pa. 











MS 














SCREW WRENCHES 


Three Styles—aAll Purposes 
Literature ? 
J. H. WILLIAMS & Co. 
“The Wrench People” 
BUFFALO Chicago 





New York 











Robertson “Horse Shoe Magnet” Hammers 


Neg ee mans i oy — 7 ee S- 
e tack in position for riv- WF ii@ a — 
ing. Awarded the Silver Medal 2 
(the nighest ag at the Pensmn uals Exposition. 
Good profit. Write for price lst. 

Name and design trade marks registered U. 8S. Pat. Off. 
ARTHUR R. ROBERTSON 94 Portland St., Bosten, Mass. 






















New York Office ~ ~ 
Chicago Office ~ - 


Waste — Mops — Wicking 
F Cleaning Cloths 

At Caulking Cotton — Chemical Cotton 
MAS Send for samples and prices 


PRODUCTS MASSASOIT MANUFACTURING CO. 

aan Fall River, Mass. U. 8S. A 
= 350 Broadway 
- 189 “west Madison St. 










IVECO 


Wright’s Jennings Auger & Car Bits 
High Grade 








The Conn Valley Mfg. Co., Centerbrook, Conn., U. S. A. 














THE FOWLER & UNION 
HORSE NAIL CO. 
HORSE SHOE NAILS 
OF HIGHEST GRADE 


Pleat ef 
1000 MILITARY RD., BUFFALO, N. Y. 





Jersey Copper Screen Cloth is easy to sell because its dura- 
bility, stiffness and tensile strength are soextensively advertised 


THE NEw JERSEY WIRE CLOTH Co. 
628 South Broad Street 


Trenton New Jersey 


per Screen Cloth 


Made of Copper 99.8% Pure 











SEYMOUR SMITH 


Self-Piercing Bull Rings. Made in all 
sizes of pure copper. Send for our 
new descriptive catalogue. 
SEYMOUR SMITH & SON, Inc. 
Oakville, Conn. 





John H. Graham & Co., 113 Chambers St., New York 


Sales Agents: 





SCREW ‘LE NOx” DRIVERS 
sures = ew Ettes 


“The Toots in Lhe Plaid Bar” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS... 


MACK SAWS - BAND SAWS — SCREW ORIVERS - GLASS CUTTERS 


Oe FS > 4 OPPO O>: SeeCeCeCeCCC CCC eeeeeeeeeeeeeeeeeer 
* 














SO BUSS The improved Cow Hobble 





Selling fast wherever cows are 
milked. The So Boss Com- 
bination Hobble and Talli 
Holder retails at 75c. with 
generous profit for the dealer. 
Packed in individual cartons 





. 
Lead —uwunit packages of six in 
ing cludes display material—Na- 
Jobbers tionally advertised. 
Simonsen Iron Works 


Sioux Rapids, lowa 





Well Balanced 


is the line of Rome _ percolators. 
Sell them for $2.00 to $5.25 copper 
and aluminum, hot and cold water P 
patterns. iam 
Write— ane”, 
ROME MFG. CO. 








Factories and Offices, Rome, N. Y. 



































For quality trade—the quality ware. 


ro (Warnk = ities 


For catalog and prices, write 


THE WAGNER MANUFACTURING COMPANY 








Sidney, Ohio 14 








A Faster Selling Mop Offers More 
Profit and Quicker Turnover— 


Convince yourself by selling SQUEEZ-EZY. 
The mop that wrings by a twist of the 
handle. Keeps hands out of water. Saves 
time and back-bending. 


Mi hy SQUEEZ-EZY MOP CO., INC. 


feertabayyyysy dy New Orleans, La. 























the all ’round Sharpener! 


Knife, scissors, sickle, anything, “Shar- 
pit” will keen-edge double-quick. It’s a 
wizard seller—low priced and good profit 
maker. Send for our special offer! 


DAZEY CHURN & 
MFG. CO. 








4301 Warne Ave. 
St. Louis, Mo. 


Major’s Cement 


is good for repairing china, gjases- 
ware, bric-a-brac, meerschaum, tip- 
ping billiard cues. 25c. per bottle. 
MAJOR’S RUBBER and LEATHER 
CEMENTS, 20c. per bottle. 


Major Manufacturing Co. 
No. 461 Pearl St., N. Y. C. 























A TRADE MARK 
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INDEX TO ADVERTISERS : 
THE ADVERTISERS’ INDEX is published as @ convenience and not as a part of the advertising contract. Every care will be taken to index correctly. 
No allowance will be made for errors or failure to insert. 
A PO DOCG ioe os ccccvcccevccceevss 30-31 hk 
Adjustable Clamp Co................... 150 PUN BE GN Bev cceveccecccéavee 136 Reed & Prince Mfg. Ceo........cccceeees 156 
—_—e ae eee ee 29 PONS By RE ia eee es cscansinicecec 159 Republic Metal Ware Co................. 130 
en ie eeeee 146 G Revere Rubber Co..................-+-:- 52 
Allith-Prouty Co. .............-2+-+e0s: 56 Cemewey GI Ge Sic ccc cccwccccessees 156 eee gtetaage Pe A reasererrenees ” 
Aluminum Goods Mfg. Co. ............ 101 PEE SS “a earns 162 Rixford PE Mier ewcccessorvenecesoces 165 
American Bolt & Screw Case Co........ i | Oe eR tt re et aren esnnveren es oneness — 
CN TE Gi cco ccncecccdacssveees 165 Globe Machine & Stamping Co., The..... 145 Robertson, Arthur R.............++-+++- 166 
CII GD Givin cc ccsccescccccccion 34-35 ae Sa 149 Rock Island Mfg. Co............-++++++: 149 
American Enameled Products Co........ BOS | Gillie Bil Wireless... cccdesecees a awe eeins se rentoneeeroeses. pe 
Bomeciowm TOGO Ge. 2. ccc ccccscecees 44-45 Roosevelt Mfg. Co...........-.+-++e00se: 149 
I: TERN IN. oc cs ccsccnssccconins 139 Hi Rose & Brothers, William............... 150 
American Rule Mfg. Co................. 154 ee We I co ccccescccveesbes 153 Ruby Chemical Co... see eeeeseeeeeeeseees 160 
Aenesican Goles Back Go................ 53 Ne ccc ccteasvecseedet 136 Russell, Burdsall & Ward Bolt & Nut Co. 28 
American Saw & Mie. Co............... 166 Hubbell, Inc., Harvey Pe Te re ae 153 S 
re 24 Hunt, Helm, Ferris & Co................ 39-40 St. Leaie Rubber Cement Ce............. 143 
American Shearer Mfg. Co.............. 158 T Seeniiiinn | eet EEN es 111 
American Sheet & Tin Plate Co......... 162 Beemomiomt Tae Ga... .. oc cccccccccces 25 Samson Cordage Works..............-...- 163 
American Steel & Wire Co............... 42 International Silver Co.................. 2 ee a cane so eke 33 
American Stove Co...............2+-5+: 165 Ironton Stove & Mfg. Co................ 129 I en ci cececcbacess os 54 
American Wire Fabrics Corp............ 140 ey I Gd so vcecvecsaaeiens 26-27 Shapleigh Hardware Co................. 170 
Arcade Mfg. Co............:00-seseeees 127 OS Monch oenesoedudeeuss 162 Sidney Elevator Mfg. Co................. 165 
ae y Cece were eer er eseeees “: Ce ees ect enweKeeedeudens tame 160 CE EE ee 165 
— a Me WSU sceresceeresnsees ES ee 166 
Se es ed hee eeahen 46 J Smith & Son.. Inc., Seymour............ 166 
Autographic Register Co................ 113 Janesville Products Co.................. 49 Seerse Wire Co. 149 
Jean Care Preducts Co............0..0.- 131 ; a2, 
B , Special Chemicals Co............0.0+20: 163 
Jennings Mfg. Co., Russell.............. 162 
Babcock Co., The W. W...............- 121 Squeez-Ezy Mop Co.............0.-+005- 166 
Baur Tack Compemy.........cc.sccceess 159 K Standard Crayon Mfg. Co............... 165 
Beisser Key Machine Co................. 157 I SI daw ec edie case ewess een awa 51 Standard Plate Glass Co................ 151 
I i all 163 I og dc cue ihe Wek den awe 163 EE 23 
ee 162 I i og 6 bag Oo 159 Starrett =e = ae teeeseceeeeceeees 137 
I 107 Koken Companies, Imnc.................. 160 Sterling Wheelbarrow Co................- 169 
Bommer Spring Hinge Co............... 7 L Stewart Iron Works Co...........-2++0:: 139 
Bowen Products Coco oo ooo oc cc ccc ccccce 55 ee 153 Stratton Mfg. bi weadaliusne%eeeeneeus 166 
Brainerd Mfg. Co. .......-...-++..++- 144 | Landreth Seed Co., D.................-. TE ee scnier eiaie wren ahha tla re 
Bridgeport Screw Co.................-. 138 ia ) Superior Laboratories, Ns oe we ade wee 14! 
ei di owsteeeaeees enn 158 Ludlew-Saylor Wire Co................. 142 Syracuse Stamping Co., The............. 165 
Brown & Sharpe Mfg. Co................ 2 EM <6 s coswanideedy «bsdwaane 152 T 
Brown ‘Fence & Mfg. Co., H. L......... 166 sp ta peneh eeee endows 165 
wacnhetmer & Gon, ine. George B...... sini M Taplin Mfg. Co..............0seeceeeees 160 
- ae dlg Meccgp tigen ingy re ge te nsedggee Manufacturing Co............. 58 Thomson Mfg. Co., Judson L............. 165 
ee er, eee Major Mfg. Co..................ee seen 166 Threadwell Tool Co...............+-02:- 117 
C mney Tool Works, Inc.................. 163 ee a, i, Gia ss ave ck ce eeneeaes 165 
CE ee eee 8-9 alge gam is al a ah crt Po Tower Mfg. Did cuvdetwcnbianwneen ews nee 
SE BE TNs wcedeccsvosceccesesdews 165 Maydole Senienne Co. David ee ed are a Tremont Nail Co. PASS beet ebend eo anaes 154 
Challenge Refrigerator Co.............. 125 Michigan Metal eoiinain emai ‘in Trow & Holden “- Cece cc ceeecresccccces 165 
Coeiiems & Gomm, Del... ...ccccccccecs 138 eee san Tubular Rivet & ee eee 140 
CG 135 Pee oe Se = Turner Brass Works. ..........cccceece0s 160 
‘ 2 : Milwaukee Corrugating Co............... 168 
Chicago Spring Hinge Co............... 43 Mi ce ’ U 
Clayton & Lambert Mfg. Co............. 163 ean aeining & Mig. Co............ sit — 13 
Clement Co., Inec., John S.............-. 145 Moore Push Pim Co........-+ ++-++-.0.: st ee SE Nena ensenssentnc cece 
SS 155 Morrill, Inc., Charles................... te pohearnn mies rina Paewng eae eaees pe 
Sieeteent Gin: Meine @e............. 152 Murphy’s Sons Co., Robert.............. 157 United Royalties Corp... Jaane teceeeees 157 
Cues Weemsh Coo. .cccccccccccccccocceves 6 Myers & Brother Co., F. E.............32, 160 zs mn po oe sciaamaciaieaeianiaiaidi ei 
Columbia Metal Products Co..........., 159 N (aman... 
SE 105 Natiomal Level Mga. Ce.......cccccccces 163 
Connecticut Valley Mfg. Co............. 166 New Britain Machine Co................ 141 Vv 
Continental Wood Screw Co............. 157 New Jersey Wire Cloth Co.............. 166 Vaughan & Bushnell Mfg. Co............ 3 
Ge GR Ges 5 ow cc cccwcccsvcccses 144 ee GI IS Wi a ond wv ie nadcevcces 154 WwW 
» sl i adalat yen O Wagner Mfg. Co............000eeeee0es 166 
EE, ee i cs gad 4 ae eee 15 ; iinet Ge Bee ........ +s. 11 
Cuno Engineering Corp................. 147 Oliver Iron & Steel Co................. 161 ‘ wighig 7 
EEE EE 162 Walworth Mfg. Co..........+-..-00+e0s 10 
D Ooborm Mila. Co... ..ccccccccccccccccccss 37 Ts Gs. ew Bibs es oc cecsecccceses 133 
Dazey Charm & Mfg. Co............0..- 166 Oster Mfe. Co., The................. 497 ce neeeeseaee owns 133 
ee GEE, FA GE Gis 6 bc vc cccciccccs 158 a ee OE: el cede se deeeebeeewe 150 
Dianiond Saw & Stamping Co........... 162 Pp Whitney Co., Vincent................-- 109 
E De EOE ee re 163 Wickwire Bros............---.++++see-e 12 
Economy Metal Weatherstrip Co......... 47 POMS MUNNOT CO. «22.22 020 606s rece ees: aoe ee ~~ = peta naaaianmanlalal ee 
Mecnemr Pinner Go... ...secscccssce 130 i eee wee eee 161 Williams & Ce., . Pe) Cea 166 
i. aco xpuies 151 Peck, Stow & Wilcox Co................ 4 aes oes aaa a a ne 
ee 165 Peerless Electric Co...............-.... t2s ahem wean ie RE « —_ -_ 
Penn. Lawn Mower Works.............. 1 Wright Steel & Wire Co., G. F.......... 154 
F SU, I, ove cceccssueese 48 Y 
ks weeds bes wees 161 Phillips-Laffitte Co. pte hai ie A war ais sss 8 we 156 a 18 
ee 115 EE ere 126 Wate, WHAM... <<. éaccssocseccsecces 165 
BS eee eee 50 is see eee enee 064s R008 128 
a I i a ogee cb-ed ee 41 I GI sc accccceuceeess 165 Z 
Fowler & Union Horsenail Co........... 166 ce Ee 16 pempnnee Gs Ge Be Bosc ccc cccwccedes 155 
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Concentrate Your Sales 
on this Complete Line 


ITH the complete Milcor Line of Furnace Pipeand Fittings, 

Stove Pipe and Elbows, Registers and other warm air 
heating accessories, you are equipped to give your Trade the 
finest values on the market PROMPTLY. Same-day shipments 
can be made on all items, direct from our Main Plant in 
Milwaukee, or from any of our Branches. Leading Jobbers can 
also supply your requirements from stock. 


Such ideal facilities assure you of a more profitable business, 
for you can render A-1 Service without carrying heavy 


stocks yourself. 
In our new Catalog No. 25 you will find detailed informa- 
tion on the complete line of Milcor Furnace Pipe and Fittings. 
Much valuable data, too, which you will find useful in 


everyday work. 
On page 14 is something that will interest you much. Single 
Boots with Double Heads! These are practically Double 
Boots—they pass all requirements—at the price of mere 
Single Boots. Your Trade will appreciate this. 
Pages 54 and 55 embody the Standard Code for Warm Air 
Heating. You'll want this! 
MILWAUKEE CORRUGATING COMPANY, Milwaukee, Wis. 
CHICAGO, ILL. KANSAS CITY, MO. LA CROSSE, WIS. 


\ MIL CO 


FURNACE PIPE AND FITTINGS 
STOVE PIPE AND ELBOWS 
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MILCORS y 


What makes the Milcor Line better? sng 
factors—1st, New equipment in an ideal 

built especially for this purpose; 2nd, The co 
raw materials available, uniform quality assured 
by our enormous volume; 3nd, Long experience 
and the best of skilled labor 

Add to these advantages ie best service ever 
developed in this line—no wonder it pays Dealers _ 
to concentrate on the Milcor Line. 












cayg sue 


; 





UHL LLEE ELEY 


“CLAD 


Stove Pipe and Elbows 


Uniform deep blue “Titelock” Stove Pipe and 

Uniform Deep Blue or Polished or Galvanized 
—the most sturdy on the market. Insist 

on Milcor ONCE, Then you will ALWAYS! 








Double, Non-Vented, Safety 
Furnace Pipe and Fittings 


The automatic locking feature of this Milcor 
equipment is ideal because it can be used wit 
many other standard makes of pipe on replace- 
ments as well as being the best available for com- 
plete new installations. Long runs without brac- 
ing are possible with this pipe. 







Write for Your Copy. Today 
—and use it every day! 


ee 





ee - 





July 2, 1925 HARDWARE AGE 











oe rece a " —_ — - 


CTtrns Work into Pla 











‘The 
ATABOY - BARO 





meee. aes - - - ee ee 2 — 


a+ erm nen - - ae - —— 


A 55-Pound Boy with a 100-Pound Load 


ONTRAST this performance with any other type of wheelbarrow and you will 
know the merit and convenience of the Ataboy-Baro for home use. You will 
realize the real need of such a barrow as part of your stock. It is*a distinct novelty in 
the barrow line. Made for two good reasons: First, there was need for a barrow 
that was light, strong, and which every member of the family could wheel. Second, 
it was our purpose to build a small size barrow of the exact design and with the same 
improvements as our standard line, so that Sterling quality would reach the home as 
well as the industries. There is a “Sterling” for every wheelbarrow service. 


Write for Catalogue and Dealers’ Prices 
There Is a Sterling Warehouse Stock Not Far from You 
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“DIAMOND EDGE 1S_A QUALITY PLEDGE © 
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Shapleigh National Series No. 1285 





